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DATE-A PPEAL 


Tweedie styling scores again in developing a shoe that is 
perfect for young college women who know the real 
value of “date appeal.” .... A big date on the book— 
on go a pair of perky Tweedies. With such shoes you 
need not tell her at the fitting stool that this fall it is 


clever to be smart from head to foot, for she knows her 





“date-appeal.” . . . Back of this Tweedie styling is fine 
shoemaking, reliable quality, and a sound organization 
Tweedies are a real capital asset in hundreds of good 
retail stores. . . . Tweedie Footwear Corporation, Jeffer- 


son City, Missouri. 





STYLE 2793-1 in Antique 
Alligator on a smart, low 
heel, wall last. A_ shoe 
every college girl will wont 
in her wardrobe for thse 
important weekends. Priced 
to fit the “Co-ed” budget 


FOR YOUR CHOICE CUSTOMERS 
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BOOT AND SHOE RECORDER 


BB ENJAMIN H. NAMM, president 
of the Namm Store in Brooklyn, 
spoke before the mid-year conven- 
tion of the National Retail Dry 
Goods Association and said: 
“There are about a million re- 
tailers in this country today doing 
an annual volume of approximately 


$40,000,000,000. The function of 


THEY NEED ME 
nse 
DEFE a 








distributing this vast quantity of 
merchandise is, obviously enough, 
an indispensable part of our coun- 
try’s economic and social structure. 


- That function must be strengthened 


rather than weakened and so the 
slogan of retailers during this emer- 
gency and any other emergency 
that may arise must be, ‘carry on.’”’ 

He also said that representatives 
of retail distribution should be ac- 
corded a place upon all councils 
and boards organized by the gov- 
ernment for the national defense 
and continued: “It was clearly dem- 
onstrated that government alone, 
without the help of industry, could 


not in the last war successfully or- 
ganize an adequate defense pro- 
gram.” 

During Retail Demonstration 
Week next Autumn, the chief pur- 
pose of the program being ar- 
ranged, according to Mr. Namm, 
will be to have retailers “call atten- 
tion to the great craft of which he 
is a part.” By such a concerted 
effort, he said, retail distribution 
ultimately will receive the full rec- 


ognition that it deserves. 
* * o 


WILLARD W. WULFF, junior 
partner in the Wulff Shoe Company, 


Colorado Springs, Colo., says: 











“World events are moving so 
swiftly today that neither you nor | 
nor the manufacturer has any real 
idea concerning what’s going to 
happen to the market. Prices may 
increase swiftly and they may drop 
swiftly. Whichever happens, retail 
prices will have to be governed 
accordingly. 

“For style reasons, it’s utterly im- 
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possible for any dealer to build up 
more than a certain reserve of stock. 
And if he gambles even to that ex- 
tent, he stands just as good a chance 
of losing as he does of gaining. | 
can’t help but think that we'll all 
be better off to keep our heads and 
buy and sell on a sane basis, letting 
the future take care of itself when 
the time comes.” 


Hi. N. FISCH of Forth Worth, 
Texas, says: 

“Radio was a quick method of 
communication. It can be educa- 
tional, and then it can do us a lot 
of harm. Today, the radio is tre- 
mendously harmful to business. 
When you go into a small town 
store today, you find a radio blar- 
ing war news. You find people 
gathered around, including the own- 
ers of the store. If a man comes 
into a store to buy anything, he is 
invited to join the group. When he 
leaves, he has either forgotten what 
he came for or is no longer inter- 
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ested. Some clerks don’t even 
bother to ask if anything is wanted. 

“We are today complaining 
about the drop in business, but | 
believe that the greater part of this 
drop has ceme through inattention 
and the fact that we are not paying 
enough attention to business—and 
too much attention to war news, 
which doesn’t put a dime in our 
pockets. We should look at it with 
a great deal of realism, but every- 
one should remember that his first 
obligation is to look after his family 
and make a living. We can’t do it 
talking war.” 


BR. W. VAN HORN, controller of 
J. Goldsmith & Sons Co., of Mem- 
phis, Tenn., urges retailers to 
change the fiscal year closing from 
January 31 to July 31. He cited 
as advantages for such a drift that 
inventories are as low or lower at 
the end of July than in January, 
that accounts receivable have been 
definitely shown to be at the low 
point at the end of the Summer 
month, that the same is true of ac- 
counts payable, and that the general 
lack of - business activity in July 
makes the month a desirable one 
for stock-taking. 


THS'D BE A GOOD TIME TO TAKE STOUc!/ 





“In retailing, most of the profit 
is made in November and Decem- 
ber, and with January 31 as a clos- 
ing date, because of the tax laws, 
there is a hurry at the end of the 
year to decide how much of the 
earnings will be paid to escape sur- 
plus taxes. This promises to be 
more acute. With a July 31 fiscal 
year ending, the major profits would 
be made in the first half and while 
it is expected that profits will be 
made throughout the year, the 
months near the closing date would 
not have such a significant influ- 
ence and decisions could be made at 
leisure. 

“Capital stock declarations could 
also be made intelligently and the 
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TEN REASONS 


DOGGONE [ANOTHER bu! 





—Here are ten of many reasons why 
your advertising may not have 
paid: 

1—It was uninteresting. 

2—It contained too much copy. 

3—It lacked eye - appeal be- 
cause of stereotyped layout. 

4—Too much ballyhoo and too 
little actual facts about merchan- 
dise advertised. 

5—Failure to maintain price of 
merchandise in relation to value. 

6—You advertised what you 
wanted to sell not what your cus- 
tomers wanted to buy. 

7—You only half-sold your cus- 
tomer—you didn't follow-up on 
your advertising. 

8—You forgot that your com- 
petitor's advertising might be 
more attractive and more con- 
vincing than your own. 

9—You didn't do enough ad- 
vertising. 

10—You didn't do any adver- 
tising. 


Sb. Teen 


President 





whole year’s operation more nearly 
coincide with the revenue measures 
which are usually enacted between 
May 1 and August 31 and become 
effective in the next taxable year 
after the prior December 31.” 

+ * * 


A SALUTE from the shoe industry 
to the glass industry for planning, 
promoting, developing and execut- 
ing the Cinderella contest. 

Mary E. Yaeger, a_ beautiful 
blonde from Philadelphia, was 
crowned World’s Fair Cinderella at 
the Glass Center at the New York 
World’s Fair last Wednesday. Twelve 
cities sent their City Cinderellas, 
after contests sponsored by the fol- 
lowing newspapers: Cincinnati Post, 
Knoxville News-Sentinel, Cleveland 
Press, Columbus Citizen, Memphis 


Commercial-Appeal, Boston Adver- 
tiser, Birmingham Age-Herald, Chi- 
cago Times, Buffalo Evening News, 
Philadelphia Recorder, Toledo 
Blade. Some 40,000 girls entered 
the contest and the twelve lucky 
winners were given a solid weeks 
entertainment as guests of the glass 
industry. 

It just goes to show that a promo- 
tional idea that’s a “natural” in 
shoes, is picked up by the alert glass 
industry and as a result, hundreds 
of pictures and tens of thousands 
of words were spread in the daily 
press, telling that old, old story of 
Cinderella, rising to the heights of 
glory, winning the Prince Charm- 
ing, etc. Wow, what a story, and 
it never, never dies. 

But it takes the glass industry to 
capitalize on it; and our compli- 
ments to them, one and all. The 
promotion was engineered by H. A. 
Bruno and Associates of Rocke- 
feller Center. There wasn’t a single 
detail overlooked in giving it the 
personalized romantic touch. Cin- 
derella glorifies a piece of glass— 
and the shoe trade is indebted to 
her and a great industry for the em- 
phasis put upon a pretty ankle and 
a beautiful foot. To make the 
measurements unified, the Brannock 
Measuring Device was used in each 
of the cities. 


eT Seme sizes! 
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Hi. GLUCKMAN, manager of the 
Children’s Bootery in Beverly Hills, 
California, says: 

“The failures of a great many of 
the individual store owners can be 
attributed to the fact, that, due to 
the highly competitive field of to- 
day, they have foresaken sizes for 
styles. In other words, the amount 
of the styles one can cram into his 
store seems to be of more impor- 
tance than having the right amount 
of sizes—thereby causing his stock 
to look like a hash section. Far too 
many styles, yet not a one line in 
them having the right sizes to in 
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telligently submit to a customer. 
“My suggestion to the individual 
would be to mind his own business 
to be in the running, and to look 
into the following; at least it’s 
worthy of attention: “Buy nation- 
ally advertised brands of shoes, 
shoes that the big and the little 
merchants have to sell for the same 
price, thus avoiding the forever 
endless explanations of value, qual- 
ity, etc.—usually necessary when 
selling unbranded footwear. 





“Another policy the little man 
must adopt in order to keep his 
head above the water is that sizes 
are more important than styles. 
Having a hundred styles on the 
shelves in broken sizes is much 
more of a headache than forty 
styles and a good assortment of 
sizes to fit the next customer that 
comes in. 

“Furthermore, the little merchant 
must try to buy the biggest per- 
centage of his shoes from the manu- 
facturer that carries a reserve stock 
on hand at all times for fill-ins, 
thereby enabling him to replenish 
his stock in a few days. 

“And last but not least, it’s one’s 

profit that keeps one in business. 
So make the most of it. No profit, 
no business—or as the Chinese 
laundryman would say: ‘No tickee, 
No washee.’” 
NEW YORK CITY, the greatest 
shopping area in America, now has 
a population of 7,380,259—a gain 
of 6 per cent over 1930 figures. 
The population figures for the five 
boroughs are as follows: Bronx, 
1,385,777; Brooklyn, 2,660,470; 
Manhattan, 1,871,474; Queens, 1.- 
291,314; Richmond, 171,215. 


* x * 


Q@NE of the shortest cases on rec- 
ord in the Buffalo courts, as well as 
one illustrating the need of proper 
shoe fitting, took place recently, 
when a jury was selected, sworn in 
and heard and rendered a verdict 
for the plaintiff for $10.00 for 


alleged improper shoe-fitting result- 
ing in injury to his toe. The plain- 
tiff alleged that his toe struck a 
sharp object in the shoe. The case 
consumed only 27 minutes. 
- o . 

DDR. R. PLATO SCHWARTZ, or- 
thopedic surgery professor, and his 
associates of the Gait Laboratory 
of the University of Rochester, have 
perfected an electrical device which 
may well inspire hope among thou- 
sands of children crippled by in- 
fantile paralysis. 

But it is not for victims of that 
malady alone. 

Medical sources say that this in- 
vention will be to the orthopedic 
diagnostician what the common 
clinical thermometer is to the gen- 
eral practitioner. This device shows 
precisely how any foot deviates 
from normal and what corrective 
measures will be required. 

Not only will it make it possible 
to analyze any foot troubles quick- 
ly, but it will also make it possible 


to check efficiency of treatments— 


record progress as it is made. 
On the basis of successful pre- 


liminary tests the National Founda- 
tion for Infantile Paralysis has 
granted $8,600 to Dr. Schwartz 
and his associates to be expended 
in research. 

Part of this will be used to deter- 
mine just what is a normal foot and 
it will entail testing 400 student 
nurses and physicians at Strong 
Memorial Hospital, which is owned 
and operated by the University. 


At the heart of the device are six 
electrical contacts, two to the heel 
and four on the forepart of the foot, 
measuring the pressure on each 
part of the foot. Impulses go to a 
complicated recording device where 
tiny galvanometers actuate mirrors 
about the size of the head of a lead 
pencil, causing light to shine on a 
moving strip of photographic paper. 






































"You see, Casey? It ain't your shoes that's squeakin'—It's your arches!" 
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NATIONAL 
MEN'S SHOE WEEK 


September 14-21 












Is As Smart As His Shoes 


Suggested Poster Design for use in National Men’s 
Shoe Week Promotion 


WHETHER it is coincidence, accident, fine timing 
or the result of the combined cfforts of leading stores 
throughout the country, National Men’s Shoe Week has, 
during the four years since it was first launched by 
Boot anp SHoe Recorper, paralleled a remarkable style 
development in men’s shoes. 

Henry Jackson, representing Collier’s at the men’s 
style meeting at the Waldorf Astoria, New York, last 
April, said: “The semi-sports trend in men’s dress for 
business has resulted in more shoe styles in the past 
five years than in the previous twenty-five.” 

The same speaker also emphasized the fact that the 
semi-sports trend is amplified by a dress-up trend. 
Raymond G. Twyeffort, representing the Merchant Tai- 
lors of America, just back from a six months’ tour of 
the country, reported a growing acceptance of color 
by men. 

What does this all add up to? It adds up to a very 
important trend that every wise merchant will foster, 
and lead. It means that American men are becoming 
mere shee conscious. Most men will buy sport shoes 
and summer shoes on their own initiative. In the Fall 
they need some urge to remind them that it’s time to 
change to Fall footwear. National Men’s Shoe Week 
was instituted to provide that urge. 

More than ten years ago, Boot anp SHoE RECORDER 
urged every qualified merchant to participate in the 
movement to increase foot health consciousness in 
America. Progressive merchants were advised to accept 
leadership in this rapidly developing phase of the shoe 


For NATIONAL MEN’S SHOE WEEK 
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Sounds the CALL 





industry. We all know what has developed in foot 
health appreciation in the past decade. While the work 
must go on, today the store that renders a fitting service 
knows that it must be sure to be known for that service. 
A similar parallel occurred in connection with Sport 
Shoe Week. RecorperR caught the trend and urged co- 
operative promotion of Sport Shoe Week. After serv- 
ing its purpose, it was dropped at a national event due 
principally to seasonal differences throughout the coun- 
try, but Sport Shoe Week is a yearly event in many com- 
munities right along, timed to meet local conditions. 


NOW we feel that the trend toward a more varied 
shoe wardrobe for men is developed to a point that 
every live retailer selling men’s shoes should make Na- 
tional Men’s Shoe Week a high spot on his promotional 
calendar—not only to speed a helpful development, but 
to retain his position of style leadership in the men’s 
shoe field. It is much easier to do this than to try a 
come-back after that position has been lost. Moreover 
—and this is most important—the men’s shoe business 
needs a strong promotion in mid-September to start the 
Fall selling season early. 

There is another important angle—local cooperative 
efiort. While the sponsorship of the idea by one con- 
cern may be interpreted as a promotion feature of that 
store, when all the representative stores in a community 
unite in counselling customers regarding a style de- 
velopment or trend, it is pretty generally accepted as 
unbiased information. At the meeting already men- 
tioned, George B. Hess of N. Hess and Sons, Baltimore. 
said he believed that a joint promotional job, a national 
publicity, such as a concerted attempt in the shoe indus- 
try, both manufacturing and retail, to promote some 
new shade for Fall is necessary to sell more pairs of 
shoes. 


BBoor anv Soe Recorper believes in and recommends 
te everyone connected with the men’s shoe industry 
that combined effort, culminating in cooperative pro- 
motions in the various communities, can and will help 
to sell both the idea of “bigger and better shoe ward- 
robes for men” and the outstanding style features of 
this season’s shoes in colors, leathers, patterns, that a 
get-together and discussion among the local merchants 
find to be the outstanding features. This does not inter- 
fere with any merchant’s promotion of a pet idea—IN 
ADDITION to the cooperative promotion of the out- 
standing style themes. 

Don’t look with envy upon the success of the women’s 
shoe division of the industry. It took them some years to 
catch up with the style and color coordination idea for 


the mass market that began in 1922, but they still have 
[TURN TO PAGE 50, PLEASE] 
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a 
BUSY, active feet, headed back to school and col- 
lege, will need a lot of shoes this coming Fall. A lot 
of shoe stores, the country over, will make real prof- 
its supplying this merchandise. They will be shoe 
stores whose owners, managers and buyers know the 
kind of shoes young people like and insist upon hav 
ing—for youth will be served and shoes’ must con- 
form to the exacting standards of these customers of 
lomorrow. So the REcoRDER studies the trends of 


the season and presents the following school and col- 
lege styles for the Youth of America. 
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Sketches and notes on large sheets describe shoes for 
the campus and wear, tying up with shoes 
displayed. 


Capture the College Crowd 


WHETHER they are freshmen, anxious to make a 
good first impression, or older students, wise in the 
ways of the campus, the selection of the right wardrobe 
is a matter of much importance to thousands of young 
men and women. 

While there’s leeway in her off-campus wardrobe, the 
college girl’s class and campus clothes are alntost a uni- 
form, due to girl-made rules. And the younger sister, 
attending boarding school or high school, follows the 
same trends. 

Among college men and high school lads the same 
thought persists. Strange how the potential rugged in- 
dividualist conforms during his academic years. And 
what a great group adopt and adapt the style ideas of 
the leading schools; even the style scouts may be found 
behind trees and under the shrubbery of these pace-set- 
ter campuses, snapping and noting every changing de- 
tail of student attire. 

August, September and October issues of the popular 
women’s magazines and publications for men will tell 
students what to wear, and what students are wearing. 
Stores all over the country will announce their advisory 
groups, made up of girls from schools most popular in 
their communities. Princeton, Dartmouth, Yale and 
even conservative Harvard will be style-reported by 
stores catering to men heading for any school. 


For your major promotion feature, why not have sev- 


eral of the young men and women in your town who at- 
tend various colleges select from your stocks what they 
consider to be appropriate shoe wardrobes to wear at 
their schools. (If you want to use their pictures in ad- 
vertising or displays be sure to be covered by a signed 
release for legal protection.) Then have pictures taken 
of the group at lunch, and of each one with the shoes se- 
lected. It will make fine advertising and display mate- 
rial, because it has that authenticity that is so important 
in this type of promotion (or in any promotion, in fact). 


ET is good also to provide the several magazines that 
carry college style information for both men and girls 
for your salespeople, so that they may be more familiar 
with the apparel as well as the shoe styles—and you'll 
find good promotional tie-ups in the articles and illus- 
trations that help to create confidence through authen- 
ticity. 

One store, in announcing its college board of style ad- 
visers, arranged to have hostesses from one or two 
schools only at the store each day for the period of the 
promotion. Shoes (or rather, wardrobes) were tagged 
“Approved by Miss Blank of Smith, 43.” In a typical 
wardrobe presentation, the following groupings can be 
used: Tea in town, campus wear, impromptu dates. 
glamorous evenings, stormy weather, travel chic, study 


period. 
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A Boston store noted the difference in wardrobe re- 
quirements to meet the different factors in college life 
in city, suburb and country. The city students wanted 
walking shoes, suburban school students wore black and 
white saddle oxfords, and leather heeled ghillies, coun- 
try school students wore similar campus shoes, but 
needed fewer street and dress-up shoes. 

Under the heading “To School or Business?” one 
store says, “The Jr. Miss shop doesn’t go into just a 
lannish college huddle about clothes. It also roots for 
‘he business girl and believes her needs are much the 
ame as her college sister — sound and simple clothes 
with staying power.” 

Rich’s, Atlanta, has labels attached to garments “Ap- 
roved by Rich’s College Board,” then lists the reason 
or their selection. 

Wasson’s, Indianapolis, identified their fashion spon- 
sors by sororities instead of by colleges, giving the 
Greek symbol of her sorority. Boggs and Buhl, Pitts- 
burgh, invited visitors to register in the college direc- 
iory, thus establishing an up-to-date mailing list. 


Arrange to have a Campus Shop or a Campus Corner. 
Use pennant or shield decorations, or pictures of differ- 
ent schools, if space allows. 

“Major Fashions in College Footwear—Smart and 


sensible shoes for active young moderns to wear with 
casual clothes.” 

“Campus Firsts—Major in fashion-minor in prices! 
Spirited as a college cheer, these 1940 editions of our 
famous college footwear fashions.” 

“Campus Classics—Absolutely required for college 
entrance.” 

“Store Name shoes Rate ‘A’ in college fashions.” 

“Sneakered or High-Heeled—When week-ends come 
you'll closet your classics and let yourself go on these 
smooth stagline subduers.” 

“Quality counts in campus things, because they're 
worn through four years.” 

“College clicks by our candid camera.” 

“Shoes that will stand up under hard wear and criti- 
cal eye.” 

“Shoe wardrobe for the smartly attired under-gradu- 
ate.” 

“Headline news of campus shoes.” 

“College shoes with a plus-rating.” 

“College men know what they want—so do we.” 

“We have them all—Whether you go for the new 
‘gummies’ of the chukka, or the more conservative crepe 
soled calf oxford you can pick your campus shoes from 
our inclusive collection.” 


Having the Right Shoe for Every Campus Occasion, Show- 


ing Its Place in the Costume Ensemble and Then Pro- 


moting Collegiate Footwear Vigorously and Intelligently 


Is the Right Procedure to Attract College Customers 


On a dark wood papered panel use cream cutout lettering with brown edging 
for “Man About the Campus.” Letter the other sign on tan paper in brown 
with orange accents. Show pictures of students on your College Style Board. 
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SOFTER and More Flexible Design Keynote of College 
and Country Styles for Back-to-School Promotion—And 
Softer Under Foot, Too, With New Interest in Rubber 


Sole Treatments 


THE lineup of men’s shoes for Fall college promotion centers mainly 
around three definite types; moccasin and plateau patterns, plain toed 
shoes and brogues. By far the most outstanding of these three groups 
is the first. The Dutch Boy, Tyrolean and other novelty styles of two 
and three seasons ago have all been steps toward the ultimate “boiling 


down” of new and extreme lasts and patterns to this more classic and 
[TURN TO PAGE 36, PLEASE] 
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popular pattern. 
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Above, clockwise: Grained plateau blucher with thick crepe 
sole, Bates Shoe Co.; perforated overlay blucher on walled last, 
Johnsonian; gypsy slam three-eyelet blucher on walled last with 
outside quarter, W. L. Douglas; one-piece upper with moccasin 
seam, Weyenberg; moccasin toe with extended seam of luggage 
leather, Jarman; walled last split toe blucher, Bostonian; wedge 
red rubber sole on mudguard pattern, Stetson. Right, left to 


right: Antiqued grained mudguard pattern with lacestay and 
outside quarter; split toe three-eyelet blucher with overlaid 
vamp, both from Cole, Rood & Haan. 





by RAYMOND H. GOODRIDGE 





Above, clockwise: Monk plateau 
pattern of Norwegian calf with 
brown bucko overlay, Nunn- 
Bush; brown buck and cordo 
calf in this moccasin blucher 
with heavy crepe sole, M. A. 
Packard; brown bucko and 
grained calf two-eyelet novelty 
blucher with wedge rubber sole, 
Roblee; kiltie tongue wing tip 
brogue with flexible sole, C. A. 
Eaton; Norwegian tip blucher 
with kiltie tongue and heavy 
crepe sole, Florsheim. 
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ove, clockwise: Very flexible plain toe shoe with 
ber and cork sole and leather toe tap, Edwin Clapp; 
in toe antiqued pig with cordovan saddle and red 
bber sole Freeman; antiqued plain toe shoe with 
ible wedge sole, M. N. Arnold; two tone saddle ox- 

with cork and rubber sole, Holland-Racine; flexible 
her sole, one piece grained upper, Winthrop; genuine 

in one-piece upper with flexible leather sole, 
sby Square. Right, top to bottom: Pebbled grain 
@ tip brogue with full double sole, French, Shriner 


© Urner; brown reverse calf wing tip brogue with red 
ibber wedge sole, Stacy-Adams; cordovan wing tip 
brogue with red rubber sole, E. E. Taylor. 








TO 








TO sell school shoes successfully one must watch three 
things—stock, service and style. 

Stock means sizes. You may not be able to have a lot 
of styles, but you can have sizes in staples, and back 
them up with a practical perpetual (day by day) in- 
veritory plus frequent reorders from a good in-stock 
house. And don’t worry too much about the high styles 
—pay more attention to the styles the kids actually want. 
There’s a lot of talk about the young ladies who want 
high style shoes — and they do want smart shoes for 
dates—but whether they happen to live in New York, 
Chicago or some small town, they love their saddles. 
Even in big stores they don’t try to have big stocks of 
novelties, but they do guard the staples. 

Service means careful, intelligent fitting by sales- 
people who like children, and are liked by them in re- 
turn. I know a “neighborhood store” that is forging 
ahead, drawing business from an ever-increasing area 
in shoes priced from $1.99 for babies to a top of $5.29 
for large sizes. They say, “There’s no trick to building 





















GET SET NOW 
SELL SCHOOL SHOES 





by 
R. E. ANDRUSS 





a good children’s business—it’s simply good shoes and 
good service. But, don’t try any short cuts in fitting.” 
They ALWAYS have a fitting supervisor on the floor, 
and keep a record of all fittings. Instead of sending a 
card when check-up time is due, they use the phone. 


A FITTING formula, or system, is important. It saves 
time, and eliminates virtually all disagreement on size 
recommendations by the customer. When it does happen 
the customer is told the store would prefer not to sell 
her the shoes; if she insists the shoes are marked “too 
large” or “too small” and the customer told that the 
store refuses any responsibility. When a customer buy: 
children’s shoes in a store that fits them, she is entitled 
to expect PROPER FITTING. Every store that lives u; 
to this expectancy is helping in the fight against over 
the-counter-buying. And remember this wise observa 
tion, “When you get them young and treat them right 
you have a customer for the next twelve years, at least. 
One typical fitting system includes three steps: Firs', 
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First Make Sure of Stock, Service and Styles, Then Plan 


a Promotion Program that Will Appeal to Children and 


Parents as Well 


To tie up with the school idea in the window, 
above, use this ledge trim adapted to your store. 
The belfry and roof edge are built as a unit 
and set on the ledge. The lettered slate is a 
flat panel with a simulated slate edge. 


three measurements of each foot are taken, length, heel 
to toe—length, heel to arch—width across ball. Second, 
examination of feet. Child stands in stocking feet while 
toes are examined, and the front part of the foot. The 
child is turned around for a look at tendons and arches, 
and all bones are checked. Next, the child walks giving 
a check on feet and posture. Old shoes are checked. 
Getting new shoes and putting them on, four major 
points are checked: heel, arch, ball, length. Then the 


supervisor makes a complete recheck. 


BBE sure the department is colorful and interesting, 
and that there is a generous and informative display of 
shoes. Small chairs on a counter or platform help in 
fitting little ones. Show school colors and pennants. 


Even if your department is only a section of a small 
store, it can be dressed up. Nursery decorations are at- 
tractive to little tots, but don’t forget that school chil- 
dren are smart, and that they will be interested in in- 
telligent displays of shoes plus information, interestingly 
presented—and by that is meant interesting from the 
children’s angle. 


EXPRESSIONS of interest in the children and their ac- 
tivities should be ever apparent. Birthday cards are 
appreciated. A small toy is welcomed. One store made 
a big hit with book covers. Some places find vacation 
and Christmas parties a help to popularity. Recognize 
the doings of the school groups—their football games 
and dances. 

Read the monthly magazines that go into the home 
and see how many different tie-ups you'll discover. Get 
together with your fellow merchants in sponsoring a 
of with the 


[TURN TO PAGE 38, PLEASE] 
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The panel picture is made of colored 
paper cut-outs, recessed in a frame 
which holds the cut-out lettering and 
the top ends of the graduated boards. 














A FEW years ago, it was welts. Then it was 
rubber-soled saddle oxfords. It still is saddle i 


oxfords for thousands and thousands of col- ‘ 

























lege girls all over the country. But other ‘ 
ideas are cropping up—the very flexible welt; k 
the moccasin (genuine and adaptations), the ‘ 
“loafer” type with its moccasin treatment; 
masculine brogue oxfords with bootmaker 
finish; bulky patterns with walled lasts and 
thick padded soles; side laces. We have it on 
the authority of the girls themselves that these 
are styles they are going to want for Fall. 
With plenty of these smart new 

patterns on the market, in all price 





ranges, now’s your chance to add 
fresh interest to your “Back to 
College” department. Your colleg: 
girl customer may ask for a saddle 
oxford just as a matter of habit ‘ 
All right, show her the saddle ox 
ford she has been wearing all 
through high school and her firs! 





years in college. But show her 
something else at the same time 

one of the newer spade sole mas- 
culine brogues, if that suits her 
type; or one of the tricky new 
play shoes of which there is an 
interesting choice on the market, 
if she is more feminine and very 
style conscious; or, if she likes 
classic types, a ghillie oxford or a 
kiltie tongue as a change from her 


saddle. 


With Scotch plaids, short full 
skirts and knee-high socks so 
strongly in the picture for Fall, a 
revival of Scotch shoe styles se2ms 
very much in order. A ghillie can 
be given a new look with a padded 
sole or a novelty toe. A kiltie 
tongue oxford can also be worked 
out with some variations in treat- 
ment. 

On these pages we suggest types 
that are on the market and that 
have good sales, as well as style 
possibilities for your college trade. 

[TURN TO PAGE 36, PLEASE] 
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YOUNG AMERICA 
Goes Back To Sehool... 


This Year’s Offerings in Junior Footwear for Fall Provide Great 
Variety in Well-Constructed, Styleful Shoes. New Interpretations of 
Well-Tried Favorétes Offer Possibilities for Profitable Promotion 


Reading clockwise, starting lower 
left—Moccasin toe Dutch boy on 
a hard red rubber sole by Holland- 
Racine. Antiqued moccasin toe 
blucher with cork rubber sole, a 
Rob Roy from A. S. Kreider Shoe 
Mfg. Co. Antiqued monk strap 
with wing tip by Brown. Full toe, 
wing tip bal with medallion per- 
foration and cork rubber sole, a 
Terrier shoe by Masterbilt Shoe- 
makers. Genuine water buffalo 
and kid combined in the basic 
saddle oxford, from Propr-Bilt line 
by O'Donnell. 
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Left to right—Shark tip black calf 
blucher with creased vamp and 
. single sole by Fried 
Wing tip bal of antique calf, a full 
brogue with half-double sole, by 
Endicott-Johnson. Antiqued light 
grain Blucher with wing tip and 
heavy corded welting, by Ger- 
berich-Payne. Brown Norwegian 
Blucher with straight perforated 
tip and extended double sole, by 
Charles A. Eaton. 








Four dressy shoes for the young 
miss. Left to right—Softie ox- 
ford in perforated black frog- 
skin with covered pyramid heel 
from Peters. Black suede walled 
last gored pump with lacing de- 
tail on vamp and bow by Fried- 
man-Shelby. Black patent per- 
forated colonial pump with 
stitching and flat tailored bow 
by Green. Brown perforated 
suede and alligator calf pump 
with fold over tongue and the 
new ski heel, a Teen-Type from 
Dr. Posner. 
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School and casual types for girls. 
Left to right — Black oxford on 
rocker bottom walled last, patent 
trim and cording, modified pyr- 
amid heel, by Roberts Johnson 
& Rand. Two-tone genuine pig- 
skin saddle oxford with crepe rub- 
ber sole, a Kali-sten-iks shoe from 
Gilbert. Ghillie influence on a 
simple smart brown oxford, with 
sole of hard red rubber, by 
Ephrata. The classic sharktip 
blucher in brown calf with medal- 
lion perforations on the tip, a 
Pollyanna from A. S. Kreider Shoe 
Co. Brown calf oxford with mud- 
guard and saddle of alligator calf 


Three types for the infant. Left to right—White elk moccasin with interesting from Buster Brown Hine 


perforations and pinking on a semi-hard sole, by Mrs. Day. Quilted moccasin 
with thong lacing on a semi-hard sole, a Baby Deer from Trimfoot. White snow 
boot, on a walled last with sheepskin cuff, a Sweetheart from A. S. Kreider Co. 


ET’S Summer by the calendar, and young, as well as 
not-so-young America, is thinking about anything but 
Fall and school. 
rushing into stores all over the country, demanding and 
getting shoes for all Fall occasions, not the least of 
which will be shoes for school. 
be thinking now of the shoes they will show and 


But, in a month or so, they'll come 


So shoe retailers must 


sell their young customers five or six weeks hence. 
This year’s styles in children’s shoes offer a greater 
variety than for some seasons. Old favorites are still 
good, but new thoughts and new interpretations of 
basic types are becoming increasingly important. The 
best example of this is the saddle oxford. 
[TURN TO PAGE 30, PLEASE] 
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Sloppy Methods of Business Must Go 


SO we all went through a great emotional experience 
wherein we suffered for our fellowmen in the European 
wars, walked the road with refugees, voiced our hate 
at the oppressor—but we did it with words. And now 
we're back again in the slough of our own problems— 
unemployment, poor business, ifs and buts, an election 
year, etc. 

That’s what you think—because you're eating three 
square meals a day, going on a vacation, having some 
fun and continuing pretty much as you did before, the 
day-by-day existence of a man and merchant. But you 
may be whistling a new tune, and pretty quick at that! 
If England goes—Heaven forbid—and the adversary 
has the navies of the world, ready for the next move, 
what then my peaceful companion, what then? 

Remember the ‘story_of the darkey soldier who was 
more skilled with the razor than the bayonet. He made 
a swipe at the neck of his enemy who yelled: “You 
missed me.” Whereupon the darkey replied: “Wait ’til 
you sneeze and you'll find out.” 

This muddled up head of democracy is closer to being 
knocked off than ever before in human history and men 
of deep thought are tremendously concerned for the 
future. Thinking men, one and all, are putting their 
affairs in order so that—come what may—they will be 
ready for the emergency. 

We're not just going to continue our sloppy ways in 
the nation, in business and in our very lives because 
if we do, we’re going to be as helpless as any of those 
who have fallen. It’s hard to be realistic. We're facing 
something that must be fought if we want to preserve 
the American way and a spirit of individualism. 

This is no make-believe preparedness and the country 
is eager and willing to make sacrifices necessary to 
achieve entirely adequate defense. Well, you may say: 
“What can I, in the shoe store, do to fit into this new 
situation?” You can do this right away. Cut out all 
sloppy methods of business. Eliminate the waste and 
make your business a living reality, built upon service 
in shoes. You've got a job to do. Go and do it. 

There are a lot of sloppy things in retailing, just as 
there are in manufacturing, that will have to be swept 
out by the new broom of fitness—(and that last word 
is not inserted just as a play on words either). Retail- 
ing must become a business—clear-eyed and clear-head- 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


ed instead of being a collection of stale customs that 
have been forced upon the structure of marketing by 
different angles of competition. 

It’s a sloppy business to order shoes in haste and in 
the light of your competitor’s practices. There’s nobody 
pointing a gun at your head, telling you to buy this, 
that or anything else; but what you do buy, expect to 
sell—not cancel or return or fumble about in clearance. 

Waste not! You’re in business, Mr. Merchant, you're 
in business and if you have doubts on a line or a shoe 
or a policy, throw it away. This is no time for wobbling 
about. If you need shoes, buy them. If you don’t, sell 
what you've got. Do your own buying and do it delib- 
erately. Think twice before you are high-pressured into 
some venture that you haven’t thought all the way 
through to the final sale. 

If you do these things, you'll buy better, sell better 
and make more money for your efforts. A lot of the 
sloppy methods in styling are going to be swept out 
too. A pattern conceived in haste and made in error 
is going to be a headache to both merchant and manu- 
facturer because there isn’t the margin for waste that 
there was a year ago, when you figured out that you 
could take chances and clear up your mistakes. 

But don’t gather from what we say that the public 
is going to take what you buy just because you are 
cautious. You're still a merchant and a merchant ven- 
tures in trade, with due respect to the likes and dislikes, 
hungers and desires of a very fashion-emotional public. 
You’re going to be a business man because you're going 
to be forced to be one—if you expect to continue with 
your name over the door. 

It’s terribly difficult to make changes in the direction 
of discipline within the store—at the fitting stool; but 
they’ve got to be made. A critical public is not going 
to stand for the misfitting of the past sloppy period, so 
you'll have to venture in more sizes and fewer styles: 
more enthusiasm and fewer errors. All these are part 
and parcel of the preparedness of a nation for a new 
and tougher experience. Because of this discipline of 
the head and the hand and the pocketbook, you’re going 
to be a better merchant, of that I am certain. 
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LEATHER SOLE SHOWING 


| KISTLER" BENCH BRAND 


100% SERVICEABILITY 
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SOLE LEATHER AND ROPE 
HAVE A COMMON CHARACTERISTIC 


PROFIT BY THIS GRAPHICALLY ILLUSTRATED AND CLEARLY EXPLAINED SIMILARITY 


KNOW THE LONG-TERM BENEFITS OF BOTTOMING MEN'S SHOES 
WITH KISTLER “BENCH BRAND” SOLE LEATHER 


The relationship between sole leather and rope may never have oc- 
curred to you. It is nevertheless clear by simple analysis, that they 
do have a common characteristic. Because of a similarity, in one re- 
spect at least, and the importance of properly handling each to ob- 
tain serviceability, we employ the rope illustration to clarify an often 
overlooked angle of sole-leather valuation. 

Sole leather and rope are fibrous products. To this extent they are 
alike. Sole leather is composed of animal fibres. Rope is built up from 
vegetable fibres. Rope fibres are selected, placed together, then twisted 
for serviceability. Sole leather fibres grow together on a steer’s back. 
The one method of handling them is by tanning but, remember this, 
when hide fibres are lightly tanned, as when rope fibres are loosely 
twisted, serviceability suffers. 

The time allowed for the fibrous substance of hides to absorb the 


tanning elements, determines to a great degree the serviceability of 
sole leather, just as the amount of twist in making rope becomes a fac. 
tor in its quality. Therefore, everything else being right, sole leather a 
long time tanned, like rope correctly twisted, is most dependable. 


Now you see why Kistler ‘‘BENCH BRAND" Sole Leather, which 
is LONG-TIME TANNED, is preferred by shoe manufacturers and 
dealers who realize the economy of quality. Our opened-up-sole illus- 
tration shows the quality of ‘‘BENCH BRAND” Sole Leather is more 
than surface deep. Here is sole leather 100% serviceable. Today, a 
wide variety of street, dress, sport, orthopedic and work shoes for men 
are bottomed with it. When detailing your styles for men, plan to use 
it and enjoy the benefits of steady sales at profitable prices, created 
by the satisfaction it gives. 


FOUNDED - 1640 


KISFLED 


‘BOSTON -MASS: 


WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN, 1012 NORTH THIRD STREET, MILWAUKEE. WISCONSIN 




































WHEN Osborne C. Miller, manager of the Selby Shoe 
Salon, 1507 Euclid Avenue, Cleveland, Ohio, went into 
a huddle with himself this Spring to find a warm 
weather business stimulant, he came out with the idea 
of a “Resort Shop.” That idea has since proven itself a 
valuable asset. 

Site chesen for the “Resort Shop” was the rear of the 
store. There, a square area was sectioned off and fur- 
nished and decorated to convey the true spirit of 
Summer play. A grass rug was placed on the floor, 
striped drapes hung at the back, an imitation palm tree 
placed in a rear corner, special stock racks for sport 
shoes erected along one side wall, and sports figures 
painted on the opposite wall. 

These figures included people playing tennis, boating, 
fishing, horseback riding, and swimming—a representa- 
tive spread of Summer pursuits to create atmosphere. 
A spray of bamboo, vases of flowers and other touches 
of color completed the general decorative scheme which 
was enhanced by colorful shoe exhibits. A low wall 
across the front of the shop separated it from the rest of 
the store, while a big hanging post sign labelled it em- 
phatically with the words, “Selby’s Resort Shop.” 

When the new department was opened, it was an- 
nounced in one of the store’s newspaper ads. Otherwise 
it has been self-advertising. Every night, for instance, 
there is a spotlight playing on the Resort Shop which 


RESORT SHOP 
GIVES STIMULUS TO SUMMER BUSINESS 
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The new Resort Shop is decorated in a real 
summery atmosphere. Located at the rear of 
the store, the shop is instantly noticeable with 
its rustic signpost entrance. 


makes it plainly visible from the street, through the en- 
trance and front windows. Since the store is located in 
the theatrical district and thousands of people pass it 
nightly, this is important. When people come in, during 
store hours, they are quick to catch the sign and the 
dash of color. Even the palm leaves are blowing to 
suggest Summer coolness because the tree is located in 
front of an air-conditioning fan. 


ACCORDING to Mr. Miller, store business increased 10 
per cent in the week following the opening, and this was 
attributed entirely to Resort Shop merchandise. There 
has also been a flood of favorable comments. People 
seem to like the segregated sports atmosphere. Multi- 
color white shoes of high-styled and sport character are 





OSBORNE C. MILLER, manager of the Selby 


Shoe Shop, Cleveland, Ohio, Finds New Resort 
Shop a Valuable Asset in Summer Shoe Selling. 


featured, with many wedge heeled types in the spotlight. 
The special shop has proven highly successful. 


IDEPARTMENT stores were first to see the opportu- 
nity for increased sales in the opening of special shops 
for special types of footwear, such as resort shoes, 
leisure footwear, slippers, play shoes, etc. Many shoe 
retailers probably feel that they are at a disadvantage 
in this kind of promotion because of limited space, or 
because the layout of the store may not lend itself to 
such an arrangement. Nevertheless, where there’s a will 
there’s usually a way, and if the space is lacking for a 
special resort shoe shop, it may be possible to install a 
resort shoe bar, or at least to devote a table to this 
specialized class of merchandise. The purpose in any 
event is to focus attention on the particular group or 
class of shoes to be featured, and by so doing to stimu- 
late sales. Keeping the objective in mind, most shoe 
merchants will be resourceful enough to find a way. 
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NON-SLIP SAFETY 


Specially compounded white rubber 
non-skid button... grips and holds. 


AIR-CUSHION COMFORT 


Button flexes with each step — 
absorbs shocks and jars. 


SMART, TWO-COLOR 
RIBBED DESIGN 


FINER QUALITY — LONGER WEARING 

















EDUCATOR SHOES 


Famous for Comfort 


Conservative Black Calfskin Oxford on 
Avon Last. Flexible leather innersoles, cork 
and sponge rubber filler, pre-flexed outer 
soles—and fitted with Presto-Grip Heels. 
(Stock No. 8555) 


Made by G. R. KINNEY CO., INC. 
Two Park Avenue + New York, N.Y. 











: 





C= up the style, comfort or wear of a Men’s shoe and you 
definitely increase its saleability. Add all three features 
and you have a selling combination that can’t be beat. 

Only Presto-Grip Heels offer the four distinctive features that 
give you this powerful combination. Any good shoe will sell 
better if fitted with Presto-Grip Heels for you can easily close 
many sales by demonstrating the non-slip, air-cushion features 
of Presto-Grips. 

Shoe manufacturers pay only a fraction of a cent more per pair 
for Presto-Grip Heels. But as you can see by the illustration at 
left, Presto-Grips take any shoe out of the realm of ordinary 
competition. Why not benefit from the advantages of Presto-Grip 
Heels by specifying them on your next order for Men’s Shoes? 


CUPPLES COMPANY... Manufacturers...ST. LOUIS 


NON-SLIP—AIR-CUSHIONED 


HEELS 4, CUPPLES 
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YOUNG AMERICA 


and school shoes, the biggest seller, this 
year is the saddle with a difference. 
Some of the most attractive ones we 
saw were all one shade—usually a soft, 
rich brown—in pigskin, oiled veal or 
reversed calf, some with saddles of con- 
trasting texture and some depending on 
colored lacings to give variety to the 
shoe. The moccasin oxford, another 
love of the schoolgirl, is being shown in 
great numbers, many of them using rep- 
tile prints mudguard-fashion in var- 
ious combinations. The mannish-type 
oxford with brogue details is echoing 
its success in women’s shoes. Antiqu- 
ine: which gives a rich, mellow look to 
the shoe, is particularly good in this 
type. 


Stepins Grow in Favor 


One of the most significant develop- 
ments in patterns in children’s shoes is 
increased use of the stepin, not only for 
dressy types, but in casual and school 
shoes as well. These, constructed with 
gored or elasticized portions, placed so 
as not to bind or press delicate foot 
tissues, are calculated to please the 
child because of their resemblance to 
“mother’s shoes.” An interesting inter- 
pretation of the stepin for sport is a 
stepin saddle with side gores, combin- 
ing the best features of both types, a 
development which smacks strongly of 
the play shoe influence. 

Walled lasts continue popular, both 
on round and square toes, some with 
the rounder rolling toe, which gives 
freedom to young feet. Rocker bottom, 
Dutch lasts are still good, particularly 
in saddle types, and are often shown 
with crepe rubber or hard rubber soles. 

Dressy types include the Mary Jane, 
straps of various kinds—single cross 
and sabot (for older girls)—and, as a 
newer development, the stepin and the 
trimmed pump. The former, usually 
finished off with a flat tailored bow to 
conceal a strip of goring or lend a fin- 
ished look to an elasticized area, and the 
latter, in various leathers, should be 
watched with interest. 

Leathers provide more variety in chil- 
dren’s shoes than for some time. Rep- 
tiles and reptile prints are increasingly 
popular in the new lines; these include 
alligator calf, and the newer frogskin. 
Both of these are equally good for all- 
over shoes (in dressier types usually) 
and for trimming. Water buffalo is an 
interesting development, with the gen- 
uine leather appearing in some of the 
higher priced lines. Llama calf, moun- 
tain goat and various other crushed 
and grained leathers are shown alone, 
or in combination with reversed leath- 
ers, smooth leathers, and sometimes 
even with reptile. Suede and patent 
hold their place for dressier types. 


Goes Back 





[ CONTINUED FROM PAGE 25] 








Top — Crepe rubber sole on a 


heavy, broguey type from Rob- 
erts-Johnson & Rand. 


Bottom—Tan tiqued calf wing 
tip bal with heavy oak sole from 
Harrison Shoe Co. 





Colors are much the same, with 
brown leading in school shoes and black 
in dressy patterns. However, an ex- 
pected demand for black fleece coats for 
school should be watched for its effect 
on sales of black shoes for school wear. 

Heels are providing interest, stem- 
ming from their great importance in 
women’s shoes. Pyramid heels, varia- 
tions on the wedge, such as ski heels, 
sled heels, etc., are all making their 
appearance in the new lines. Wedges 
are to be seen in wedged rubber or 
crepe soles, and here and there in real 
wedges (around 8/8) in shoes for the 
older girl. 


Boys’ Shoes 


Boys’ shoes are tending toward the 
heavier types, with brogues coming in 
for a large share of the business. 
Brogue details—pinking, perforations, 
etc——are widespread, and are repre- 
sentative of the trend toward the heav- 
ier shoe. Wing tips, heavily perforated, 
are expected to be among the leaders 
in boys’ shoes for Fall. 

Grains, particularly Scotch grain, 
should be good this Fall, as a charac- 
teristic leather for the heavier types of 
shoes. There is interest also in elk and 
in semi-grains, such as Norwegian. An- 
tiquing is extremely popular, with 
antiqued shoes considered among the 





To Sehool 





One 


best sellers in numerous lines. 
high-style line is also showing a few 
shoes in all-over sharkskin—a heavy 
leather with an interesting grain. 

Shark tip bluchers (especially for 
the younger boy), moccasin toe treat- 
ments and saddle oxfords, the classic 
favorites of boys as well as of girls, 
retain their popularity. An interest- 
ing comment here was made by the 
buyer of a Fifth Avenue boys’ shoe de- 
partment, when he said that he expect- 
ed the very plain and the very fancy 
types to be good for Fall, but that he 
expected little interest in anything be- 
tween the two. Dutch lasts are still 
important in moccasin and saddle styles. 
There are a few side buckle versions. 

Crepe rubber and hard rubber soles 
are a big thing in boys’ shoes for the 
coming season. Some of the latter, 
particularly those which combine cork 
with rubber, are particularly important, 
in some cases cutting into the sales of 
crepe rubber. Corded rubber soles are 
also very good. But the heavy leather 
sole with leather heel is popular choice 
in broguey types. 


Importance of Fitting 


Whatever the likes and dislikes of 
your younger customers, there is one 
thing that should be impressed strongly 
upon retailers—the importance of care- 
ful fitting in boys’ and girls’ shoes. 
Style is important, especially to the 
child, but young feet are tender and 
must be given proper support. They 
are soft masses of tissue and the bones 
are soft cartilage, which is not com- 
pletely formed until the child is about 
twelve years old. After a Summer of 
romping and playing these young feet 
need sturdy shoes, constructed to guide 
foot development along proper chan- 
nels—and fitted to the child’s foot. 
Mention has been made often enough 
of the alarmingly large percentage of 
children’s shoes that are sold without 
fitting. There is definite proof of the 
harmful effects of this practice in the 
fact that while practically all children’s 
feet are perfect at birth, incorrect foot 
covering warps the delicate structure 
of the foot to such a degree that the 
proportion of children of school ag: 
with perfect (or near-perfect) feet is 
correspondingly small. 

The proper shoe for the foot nee 
not, because of its scientific construc 
tion, be unattractive. The market i 
full of shoes that are carefully planne: 
and carefully made to do the most fo: 
the foot, yet which will appeal to th: 
boys and girls themselves because of 
their style qualities. It’s up to the re- 
tailer to sell his child customers sho« 
of this type, and above all to fit the) 
to the foot. 
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NEW LOCATION... 
oO Ts 4 NEW YORK OFFICE 
100 EAST FORTY-SECOND STREET 


Chilton Company (Inc.) have leased the 
entire filth and part of the fourth floor of 
42nd Street, New York City. This new 
location, covering 23,000 square feet of 
floor space, will be the home of the Com- 
peny's New York offices, which have been 
situated for the past 32 years at 239 West 
39th Street. Clients are invited to avail 
themselves of the greater convenience 
and comfort afforded by these more 


modern, better located new surroundings. 


For Detailed 
Information 

on any of 

the above 
CHILTON 

PUBLICATIONS 

refer to 
§.R.&0.5 


Listings 


CHILTON COMPANY (iInc.) 


Chestnut and 56th Streets, Philadelphia, Pa. 
100 East 42nd Street, New York, N. Y. 














YOU'RE courting the fickle public—and what mer- 
chant is not? —do it in 1940 style, with 1940 selling 
equipment. Such as Kawneer Store Fronts! New and 
modern, up-to-date as a streamlined roadster, Kawneer 
Store Fronts get action from people with money to buy. 


Thousands of merchants in every line know that they 
beat competition, stimulate sales, and boost profits. Fea- 
tures include sash which hold show-window glass in 
an almost human grip and thus prevent breakage—rust- 
less metal entrance doors—concealed lustrous 
Aluminum and colorful Porcelain Enamel Facing. In- 
vestigate Kawneer selling power and economy—today! 


write K@WRees*-rHz 


ORIGINAL STORE FRONT PEOPLE 















































Ht The Kawneer Company, Niles, Michigan 

| Please send ILLUSTRATED BOOKLET on | 
i effective new Kawneer Store Fronts. $-740 | 
| NAME 

! 

i ADDRESS 

yj City STATE 





ee 
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How Science Is Helping 
the Leather Industry 


Biologists, Physiologists, Bacteriologists and 

Chemists at the University of Cincinnati Are 

Contributing Through Their Research Toward 
the Making and Selling of Better Shoes 


by STELLA FREEMAN 


FF EW retail shoe dealers know the extent to which biol- 
ogists, physiologists, bacteriologists and chemists at the 
University of Cincinnati, Ohio, are helping them to sell 
shoes, to gain new customers and keep their old ones. 
These men are busily engaged in solving problems for 
tanners and manufacturers of shoes. For sixteen years 
they have been doing scientific research in the Leather 
Research Laboratory, established by the Tanners’ Coun- 
cil of America, the only laboratory of its kind in the 
United States. What helps the leather industries di- 
rectly, helps the retail shoe merchant indirectly. 

Dr. Fred O'Flaherty, director of the laboratory, has 
made available through his publications much valuable 
information, results of systematic research. This infor- 
mation is proving of inestimable value to the tanner 
and to the retailer as well. A new discovery was put 
into effect on February 1, 1940, when a process of dis- 
infecting hides was approved by the Bureau of Stand- 
ards in Washington, D. C. It was estimated that saving 
ir one year would be sufficient to maintain the labora- 
tory for twenty years. Other recent discoveries have 
still further improved the processes used in the tanning 
of white leather. 

Many of the leathers used in the white shoes of 1940 
are fully tanned with chromium, and further tanned 
with synthetic tanning materials produced in the chem- 
ical laboratories. Chemists in the laboratory are work- 
ing with chemists in the plant. Both scientists and 
industrialists are aiding in selling shoes, aiding in two 
ways: They are furnishing you with good white shoes 
and making available information on the care of them. 

Dr. O’Flaherty unhesitatingly states that white leath- 
ers in 1940 are as serviceable as any others, and that at 
no time in the history of leather has there been the 
quality leather produced, as is found in the American 
markets today. He explains that there is but one reason 
for the excellency of white leathers. Tanners have taken 
advantage of all the research results published, and have 
applied them to the manufacture of leathers. 

No matter what scientists have done in utilizing the 
results of scientific research; what care the manufac- 
turers have exercised in selecting the best leather to be 
obtained; and what they have done to guard against 
shrinkage, there is much for the retailer and his sales- 
people to do to satisfy customers. 

Primarily, the retailer’s business is selling shoes. He 
may be inclined to think, “What difference does it make 
to me that scientists are busy in a laboratory ‘framing 

[TURN TO PAGE 43, PLEASE] 
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BILLIKEN: NEW STYLES BILLIKEN: NEW LASTS BILLIKEN: SHORTER BACKp, 








60 7O 


WORK 


FOR YOU 


THIS FALL 


This generation of American girls is 


overly conscious of what they wear and insis- 





tent on getting what they want. Where the 
crowd goes, they go, and that’s a break for 
Billiken dealers, as Billiken shoes are as fresh 


and as lovable as those who wear them. 


This Fall, Billiken really is a “sister act,” 
to a national sorority of girls who won't be 
satislied with anything but Billiken. Good 
shoe men, who sell Billiken shoes, know why. 
And, you'll know too when you see them. 
Billiken Twixies, sizes 3/2 to 6, for your “fast 
growing ‘teen age business” are the talk of 


the country. 





% wees AT BILLIKEN: FINER MATERIALS BILLIKEN: ALL YOUR SHOES FROM ONE SOURCE OF Si 
od 104 





You'll like Billiken’s finer workmanship, lasts that are 


989—Big Girls’ Black Patent Huxley Pump, . » . rs J i: 
Black Patent Bow, Black Elasticized Gabes. without a break and shorter backparts for fit. Kidskin q 
}alltage“vy ote pony me py pwn linings, non-rip backparts, right and left quarter patterns, ge 
AA, A, B, C,—3% to 6—$2.40 
981 — —Same in Misses —8/8 Covered Box 
Heel, A, B, C,—12% to 3—$2.25 
te ¢ Conga Brown ilgnter Call And prices are held rigidly to a standard to protect your ¢ 
Gehesliee Contination tial mark-up. Well-prepared advertising and clever dealer} 
991—Same Style, ‘ 
Sises and Prices sell more Billiken shoes for you. Drop us a line for a show 
in Black Alliga- P é' 
tor Calf and oO ore. 

n your s 


shark tips, calfskins, full grain elks, and quality sole leather 


BILLIKEN DIVIST) 


LYNCHBURG OF CRADDOCK-TERRY SHOE CORP. VIRGI 
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BLIND SETTIN 


Celluloid Fast Color Eyelets are now available in the following 
methods of setting — both with the use of standard equipment. 
1. Blind Setting 
2. Invisible Setting 
They give added neatness and strength to the eyelet row. 
UNITED FAST COLOR EYELET COMPANY BRANCH 


UNITED SHOE MACHINERY CORPORATION) 
BOSTON, MASSACHUSETTS 





We have grouped them as walking and 
“date” shoes, rubber-soled sport and 
walking, play and lounging shoes. 

In the “date” shoes we show one 


elasticized stepin and two pumps. The . 


stepin has the very low, little girl heel 
which is so attractive in many of the 
Fall lines. Two kinds of pumps are nec- 
essary to round out the picture—a 
spectator pump for tweeds and footbal! 
games and a dressy high-heeled pump. 
We chose the very masculine spade sole 
pump with broguing and antique or 
bootmaker finish for the first. Carved 
wood heel and bow ornament, d’Orsay 
line and open toe are treatments for 
dressy Fall shoes which should delight 
any gir’s heart. We offer them all 
here in the second pump. 

Two walking shoes with flexible soles 
illustrate style features that are slated 
to be good for Fall. The softie oxford 
has an amusing variation on the moe- 
casin theme with its overlay of leather 
fringe on the vamp. The grooved 
leather heel is several seasons old but 
is now being made in popular price 
lines. It is a clever way of trimming 
up a built-up leather heel. The grooves 
may be given the color of the trimming 
on the upper. The saddle stepin is prov- 
ing popular for girls in a number of 
very good lines. We suggest it here 
with mudguard or novel sole treatment, 
as it is being offered by an important 
mid-Western house. The sole comes up 
over the upper, giving somewhat the 
effect of a mudguard. 

In the group of four rubber-soled 
shoes we have chosen well-accepted 
types. The saddle oxford has style in- 
terest in the novelty rubber sole. The 
little casual stepin continues to grow in 
popularity in many materials and col- 
ors. Square-toe, walled last ski type 
with side lacing continues popular in 
style lines. The bellows tongue in con- 
trasting color is frequently matched to 
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College Styles Look New and Promising 


[CONTINUED FROM PAGE 23] 


Knee-high socks and flaring plaid 
skirts are just about the smartest 
things on the college girl’s list this 
Fall. We suggest a revival of 
Scottish types of shoes—the ghil- 
lie and the kiltie tongue—with 
new treatments such as the thick 
padded sole shown here. 


piping, binding or welt trimming. 
Folded tongue pattern with side buckle 
and classic wing tip and foxing sug- 
gest similar types which are due for a 
revival, especially the ghillie and the 
kiltie tongue which we have already 
mentioned. 

Four “play” types have many possi- 
bilities. The boot, for instance, is ex- 
pected by one manufacturer to be a 
good campus all-purpose shoe. The boot 
for after-ski is another idea. A fabric 
boot, of feit for instance, would be 
good for after-ski and dormitory wear. 
Another play type has an upper made 


of cowhide with the hair left on or a 
clever simulation of leopard skin. Made 
on an absolutely flat extended sole, with 
no heel lift, it has plenty of style ap- 
peal for very casual and country wear. 
Heavy saddle stitching makes an effec- 
tive sole decoration. The low-heeled 
wedge continues to be a popular heel 
for play and casual shoes. We show it 
here on an oxford with ghillie lacing 
and Finnish toe. Watch toes, by the 
bye, we think they are going to be un- 
usual and attractive this Fall. We 
have seen some very tricky ones in col- 
lege types. Another novelty toe is 
shown on the fourth shoe in this group. 
We don’t know how well sabot straps 
will sell but they are attractive and 
youthful and if you have done any 
business with them this Spring and 
Summer, there’s a chance that you 
might do something with them this 
Fall. 

And just a word about leathers and 
colors. There are more leathers thar 
ever for campus shoes. Besides re 
versed leathers, elk and calf, there are 
of course, crushed and grain calf an 
kidskins, pigskin, alligator, frog and a 
little ostrich, calf prints. Seal and pi: 
seal and heavy ski boot leathers are nev 
ideas in the Fall style picture. Primi 
tive looking shoes are made of cowhide 
with the hair left on and of simu 
lated leopard skin. A horsehide is used 
for some of the newest looking pla) 
shoes. Fabrics will, of course, play 
some part in the Fall scene but chiefly 
in lounging dormitory shoes and in a 
few elasticized dress patterns. 

We see the chance for selling colo: 
this Fall, especially in the play sho 
and after-ski group. Blonde tones com 
bined with a brighter navy are most 
attractive in the horsehide leathe 
mentioned before. Some blue trimmed 
with red should also be good and 
brown trimmed with green. 





Fall Campus Story 


[CONTINUED FROM PAGE 18] 


With the trend toward heavier shoes 
for Fall, the thought of foot comfort 
has not been shelved. Flexibility is a 
major point in Fall shoes for men and 
along the line of roomier and more com- 
fortable shoes, the walled last really 
comes into its own in the college or 
country shoe classification. 

Prominent in the Fall lines is the 
heavier detailing as carried out in 
stitching, pinking, perforations and in 
soles. Double, triple and even quadruple 
lines of stitching are being used; pink- 
ings are deeper and heavier, and per- 
forations are larger and more numerous. 

The plain toe shoes, runners-up to the 
moccasin and plateau types, are more 
conservative in treatment. Interest in 


these patterns centers in the saddle 
oxford and in the one-piece upper shoes 
which seem destined for a lot more 
interest this season. 

Although this particular feature deals 
with the more casual shoes for college 
promotion, the brogue types cannot be 
overlooked as a college “must.” In this 
classification the wing tip brogue with 
the rubber sole, heavily detailed, can be 
classed right up with the leaders. 

Bottom interest centers in the red 
rubber soles in either the regular or, 
increasing in interest, the wedge soles. 

Antiquing is important in all price 
lines with the deeper tones more pre- 
dominant. 

Uppers, along the line of more flex- 
ible construction are of softer materials. 
Soft grains such as the new crushed 
goatskin or crushed or shrunken calf 
leathers, lightly boarded leathers and 


reversed calf are all important in the 
college and country shoes for Fall. 


Men’s Department Moved 


To Street Floor 


PROVIDENCE, R. I. — After being |o- 
cated on the second floor for a number 
of years, the men’s shoe department of 
the Callendar, McAuslan & Troup Co. 
has for the first time been moved ‘o 
the street floor. 

Located adjoining the men’s ha's, 
hosiery, underwear and shirt depart- 
ments, the shoe section is in charge © 
John Hughes, who has been with t 
store’s men’s shoe department for : 
number of years 

Mr. Hughes finds that the street fic »r 
location is bringing new customers a 
many more cash customers, whereas |) 
second floor location received practica'|y 
no cash business, chiefly charge patro | s. 
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MADEMOTSELLE 


in many combinations 
with sport soles 
crepe soles 


leather soles 


released JULY 29th 


for 
Strenuous 
Days 
. at school 


. in the country 


4.00 


to 


5.00 


at the shore 
. downtown 


. at the club 


Curtis-Stephens-Embry Co., Inc. 


Since 


Reading. Pa. 1882 





Official Girl Scout Shoes 
Pro-tek-tiv Shoes 


Get Set Now to Sell 
School Shoes 


[CONTINUED FROM PAGE 21] 





“perennial promotion,” Send Them to 
School in Shoes That Fit. Use posters, 
newspaper ads, mailing cards, and 
every other opportunity to play up the 
idea. 

But don’t limit your promotions to 
the beginning of school. Plan a promo- 
tion program that continues to drama- 
tize some important feature right 
through the season, with a high spot 
for every week. List all possibilities, 
and check the calendar for events with 
which you can tie up, such as Columbus 
day, Girl Scout Week, Hallowe’en, 
Thanksgiving and any local doings of 
interest. Plan this promotion program 
to appeal to parents and children alike. 

The more interest you take the more 
successful you will be, and the more 
success you have the more interested 


Modern Age Shoes 
Little Sergeant Shoes 





you will become. At least that is the 
way it is worked out in many stores 
that have made their children’s depart- 
ment a profit-maker instead of a step- 
child. 


Seek to Alleviate 
Import Restrictions 


MONTREAL, CANADA — Canada’s tan- 
ners will submit suggestions to the 
British government for relief from re- 
strictions which prohibit the importa- 
tion of Canadian leather into Great 
Britain. 

“The tanners understand that this 
prohibition is due to the fact that Can- 
ada is outside the sterling bloc,” said 
a statement issued by the Canadian 
Manufacturers’ Association following a 
meeting of the Canadian tanners in 
Toronto. 

“Few industries have established so 
large a proportion of exports in rela- 


12 
Saddle Oxfords 
IN STOCK 


§498—Coifee Elk-Brown Calf 
Brown Sole 


7467—White Elk-Black Calf 
Black Sole 


7476—White Elk-Tan Calf 
White Sole 


7484— White Elk-Black Calf 
Red Sole 


7491—White Elk-Maroon Calf 
Maroon Crepe Sole 


7494— White Elk-Brown Calf 
Red Sole. 312 to 12. 


After August Ist 


3433—Black Bucko-Black Calf 
Red Sole 


$617—-Antiqued Tan Elk — Saddle ¢ 
match 
Brown Crepe Sole 


5665—Brown Calf-Dark Brown Gator 
Leather Sole. 10/8 heel. 


$668—Brown Bucko-Antique Gator 
Brown Sole 


9428—-Green Bucko-Green Gator 
Green Sole 


9431---Wine Bucko-Wine Gator 
Wine Sole 


A4to9 
C 32 to 8 


AAA-AA 5 to 9 
B 3'4 to 9 


Priced 29 g 2.65 


terms 5°% 30 days 





tion to their total production as the 
leather industry in Canada. Conse- 
quently, the loss of the United Kingdom 
market, in addition to the previous re- 
strictions which affect exports of Ca- 
nadian leather to more than one-half 
of the world’s other markets, leaves the 
leather industry of Canada, at the pres- 
ent time; in a very unhappy position.” 

The meeting also reviewed the p:o- 
duction of heavy leather in Canaia 
suitable for military requirements in 
order to place its maximum production 
at the disposal of the government. 


From One Trip to the Other 


CuHIcaGo, ILL.—Joseph Slater, mem- 
ber of the Chicago Shoe Travelers, \ 
travels for the K.B.S. Division of 
General Shoe Corporation, was mar: ¢ 
recently to Miss Gladys Blackad 
He is now back on the road afte 
honeymoon spent at French Lick, | 
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TO SELL MORE 


SHOES FOR YOU 


PROCESS 


the many features which have made Pollyanna 
Health Shoes so acceptable to American girls, and 
their mothers, now comes the Sanitized Process, revolu- 
tionary new feature to make Pollyannas move faster for RB 
you. 
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The Sanitized Process, which is taking the country by ( 
storm, when applied to leathers and linings, renders them 
actively-antiseptic and self-sterilizing in effect. That ix 
































why Sanitized Pollyanna Shoes are resistant to deteriora- as 

tion and unpleasant odors caused by decomposition of lar! 

absorbed perspiration in materials. Pollyannas are skin. + 

safe too, because they're Sanitized, as tested by numerous 100 

medical and bacteriological laboratories. este 

hel 

Think what Sanitized means to your customer, whose - 

first maternal instinct is to safeguard the health and well- ven! 

being of her child. Now you can tell her that the Polly- T 

Specditty Geridsed to Crovens anna Shoes her child wears will remain fresh, clean, and — 
healthful and free from offensive odors PERMANENTLY. sued 

} The Sanitized Process, plus Pollyanna’s 7-point fitting close 

plan, make them America’s finest children’s health shoes. +. 

Tust: 

And powerful advertising keeps this story before over nate 

sinew htils G0 prone 22 million readers, constantly influencing the buying of ag 
=. ie talge te Pa families in every section of the United States. ned 
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THIS WEEK IN THE 


Saturday, July 6, 1940 


SHOE TRADE 


National News 





Michigan Summer Show a Buying Event 





Business Showed Sizeable Increase Over Last Four Years 
—Suedes Keynote in Heavy Fall Orders 


GRAND Rapips, MicH.-—The Michigan 
Summer Shoe Fair, held at the Pant- 
lind Hotel here, June 23-24, broke pre- 
vious records in spite of two days of 
rain. First day buying was particu- 
larly heavy, disregarding an all-day 
downpour. 

Attendance reached approximately 
1000 retailers, buyers and others inter- 
ested in the industry. Eighty exhibitors 
held space, including several newcomers. 
The most encouraging note was the 
fact that this was the best buying con- 
vention in the last four years. 

There was some replenishing of late 
Summer stocks, but the heavy buying 
came in Fall styles. In all exhibits, 
suedes were the keynote. They were 
closely followed by combinations of 
suede and calf and kid and garbardine. 
Black, browns, with its new partner 
Tustic tan, wines and greens predomi- 
nated in the color range. This year’s 
display had more variety in style than 
last year, and more intricate designs 
and trims were in evidence. Among 
those noted were alligator, simulated 
frog and ostrich and jet. The latter 
turns the clock back a good many years, 
but just this season much costume jew- 
elry has been designed with jet and it 
has also come into prominence for glove 
and bag trimming. 

The wedge heel kept its place among 
exhibits and demand was still forth- 
coming. It was to be noted, however, 
that the wedges shown were a variation 
of the original and not as cumbersome 
in appearance. 

The 17/8 and 18/8 heels were more 
to be favored than the higher numbers 
shown heretofore. Fancy heels were to 
be noted and brought forth much com- 
Ment pro and con, especially those of 





Dates to Remember 


Michigan Shoe Travelers Fall Shoe 
Show, Hotel Statler, Detroit, Mich. 
July 7, 8, 1940 


Tri State Shoe Mart, Pennsylvania 
Shoe Travelers Association, William 
Penn Hotel, Pittsburgh, Pa. 

July 7, 8, 9, 1940 


Charlotte Shoe Show, Sponsored by 
Charlotte Chamber of Commerce 
and Southern Shoe Travelers, Ho- 
tels Charlotte and Selwyn, Char- 
lotte, N. C July 14, 15, 16, 1940 


Annual Outing ‘Boot and Shoe Trav- 
elers Association of New York, 
Karatsony’s, Glenwood Landing, 
dnusckes'sc<unbitedeos July 18, 1940 


Buffalo Shoe Style Show, Hotel La- 
fayette, Buffalo, N. Y. 
July 21, 22, 1940 


Annual Outing Greater Buffalo Shoe 
Retailers Association and Affiliated 
Shoe Trades, Walker’s Grove, Wil- 
liamsville, N. Y. August 14, 1940 


Official Opening of American Leathers 
and Stvle Conference for Spring, 
1941, Waldorf-Astoria Hotel, New 
Y September 16, 17, 1940 





carved wood and those of plastic mate- 
rials. 

Srort shoes continued to hold high 
interest showing in brown, black and 
blue. Styles centered around the play 
types. 

[TURN TO PAGE 45, PLEASE] 


Plans Complete for 
Charlotte Shoe Show 


CHARLOTTE, N. C.—The final plans 
for the Charlotte Shoe Show which is 
to be held in the Hotel Charlotte and 
the Selwyn Hotel, July 14, 15, and 16, 
were completed with the final meeting 
of the Executive Committee of the 
Southern Shoe Travelers’ Association 
and the Chamber of Commerce, Al 
Bechtold, Secretary, announced after 
the meeting. 

Indications point to largest number 
of exhibitors to be together in the 
Southeast from the number of reserva- 
tions which now are well over the 50 
mark. With such a large number of 
reservations from small and large con- 
cerns throughout the U. S. the entire 
buying public will have a most unusual 
opportunity to see the latest in Fall 
and Winter shoes,.dresses, hats, gloves, 
coats, shirts and other wearing apparel. 
It is believed by the Committee that 
at least 800 to 1000 buyers from retail 
stores will be in attendance to take 
advantage of seeing these lines and 
make their Winter selections. Early 
buying was slowed up considerably be- 
cause of conditions abroad, but with the 
time drawing near retailers are most 
anxious to place their orders. 

An outstanding stage show has been 
booked through the cooperation of T. 
D. Kemp and the Charlotte office of 
the Southern Attractions. In addition, 
an outstanding orchestra has been en- 
gaged to give to those that enjoy danc- 
ing, the smooth rhythmic music of 
Johnny Bobbitt and his Orchestra. 

This Fifth Semi-Annual Charlotte 
Shoe Show is being sponsored jointly 
by the Charlotte Chamber of Commerce 
and the Southern Shoe Travelers’ Asso- 
ciation. The officers of the Southern 
Travelers’ Association are as follows: 
Jack Croner, President; C. A. Daniels, 
Vice-President; C. W. Smith, Secre- 
tary; Al Bechtold, Shoe Manager and 
R. R. Faircloth, Show Chairman. 
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MD South of the border . . . down Rio way . .. West Coast . . . East Coast. . . 


Middle West . . . Opera . . . Dinner at eight-thirty . .. Opening night . . . 
Luxurious lounging . .. GOLD and SILVER KID is attune to all formal 


fashions. As a simple, rich touch on velvets and crepes . . . for shoes . . . 


candle-light-at-home-slippers . . . bags . . . flowers . . . belts .. . GOLD 
and SILVER KID is outstandingly supple, tarnish-resistant and soft. It is 
the remarkable achievement of years of work with all American Gold and 
Silver leaf that makes it so finely grained, so extraordinarily adhesive. 
Formal fashions demand all American GOLD and SILVER KID... . 





STERLING DIVISION 


ALLIED KiD COMPAN Y 
Fourth and Monroe Streets, Wilmington, Delaware 
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How Science Is Helping 
the Leather Industry 


[CONTINUED FROM PAGE 32] 


laws for the improvement of tanning processes’? What 
do I care whether the white shoes which I sell are tanned 
with chromium or with synthetic tanning materials, or 
with both?” 

But it does make a difference, Mr. Retailer. All the 
information you can get about leather, and the manu- 
facture of shoes will help you to know when you are 
handling good shoes, shoes that you can recommend for 


quality and service. Good shoes will bring customers | 
back. Pleased customers are the most effective kind of 


advertisement. Such customers send no bills for adver- 
tising, but they guarantee more customers. 


All this information is important; but it is more im- | 
portant that you, your salespeople, and your customers | 
know how to keep white shoes lubricated, how to keep | 


them from becoming discolored, how to keep them look- 


ing like new. Salespeople can prevent having dissatis- | 


fied customers, and having shoes returned, shoes. which 
for some reason proved unsatisfactory. Perhaps they 
have failed to give the customers proper directions for 
taking care of white shoes. Perhaps, Mr. Retailer, you 
have failed to furnish them the information. 


Dr. O’Flaherty, in “White Leathers and Their Care” 
and in “The Care of White Leather,” comes to the 
rescue and offers some do’s and don’t’s for you and 
other retailers, do’s and don’t’s which should reach the 
salespeople and customers: 

1. Choose a good reliable white cleaner made by a 

reputable firm. 

2. Clean white shoes on lasts or trees. 

. Use a minimum amount of water. 

. Remove excess water immediately with a dry, clean 

cloth. 

. Do not use naphtha, alcohol, or other solvent to 
clean white leather. Such cleaner will remove oil 
which leather needs to prevent cracking. 

. Don’t dry white leather in direct sun. 


. Apply cleaner evenly, and not thick enough to form | 


a crust. 

. If grain cracks after leather is cleaned, apply a 
20 per cent solution of sulphonated cocoanut oil. 

. If soaps are used for cleaning, use sparingly. Many 
soaps contain alkali. 


Dr. Martin Fisher, Professor of Physiology at the | 
College of Medicine, University of Cincinnati, was right | 


when he said, of the research work being done in the 


Leather Research Laboratory, that “Such an undertak- | 


ing marks the union of science and industry.” 


Ohio Leather Co. Declares Dividend 


Girarp, On10—Directors of the Ohio Leather Co. on 
June 18 declared quarterly dividends of $2 a share on | 
the Class “A” preferred, $1.75 a share on the Class “B” | 
preferred, and 25 cents a share on the common stock, all 


payable July 1 to stock of record June 20. 








WANTED 


Young Men with Experience in 
Retail Selling Who are Inter- 
ested in a Job With a Future 


®@ The J. C. Penney Company, with 
1575 stores in forty-eight states, has 
openings in various of its stores for 
ambitious young men with the fol- 
lowing qualifications: 


Age—between 21 and 28 


High School education or 
more 


Good health and disposition 


Willing to work hard to get 
ahead 


Willing to go wherever sent 


Experience in the retail sell- 
ing of wearing apparel for 
men, women, or children, or 
shoes, or yard goods 


@ Men who qualify will start as 
salesmen and be given every oppor- 
tunity for advancement. 


@ Every store manager in the 
Penney Company came up through 
the ranks—not only is he paid a sat- 
isfactory salary but he shares liber- 
ally in the profits of his store. Out of 
the ranks of today’s salesmen in 
Penney stores will come tomorrow's 
Penney executives. Advancement is 
solely by merit—not by seniority, 
favoritism or politics. 


© If this advertisement interests you 
—write at once, giving your quali- 
fications and experience, to J. D. 
Keyes, Room 1701— 


J. C. PENNEY COMPANY, INC. 


330 West 34th Street, New York City 


























Workshoes 


or 





STEEL TOE 
Steet setety SAFETY SHOES| | 
(Patented) and 
POPULAR PRICED | 
WORK SHOES 
Carried in Stock 
GOODWILL SHOE | 
ANY 


Holliston, Massachusetts] — 















Carton Labels 


LO EO 


LA BELS 


TOLMAN- DAVIDSON 
—ADVERTISING PRESS 
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Soles and Heels 
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LITHOX CORD HEELS 
NON-SLIP 

The popular heel because of 

Quality and price. 

THE LITHOX corp. | 

WAPAKONETA, OHIO, U. 8. A. 














Display Men Meet 


Detroit, MicH.—One of the best con- 
ventions of the year was held in Detroit 
last week by Detroit Display Club, ac- 
cording to F. E. Whitelam, of the R. 
H. Fyfe Co., chairman in charge of the 
speakers committee. S. Jay, also of 
the R. H. Fyfe Co., was one of the 
speakers on the program. 


Harry Phelan on Sick Leave 


Rocuester, N. Y.—Harry H. Phelan, 
former president of the New York 
State Shoe Retailers Association, and 
president of H. H. Phelan, Inc., owner 
of Phelan’s Shoe Store, 6 Franklin 
Street, is in General Hospital for a 
slight operation. He is one of the best 
known and popular shoe men in the 
state. 





W. B. Coon Continues 
Kuhnert Juvenile Line 


RocHester, N. Y.—Given orders to 
make the very “tops” in children’s qual- 
ity shoes, Leslie Kuhnert started the 
new run of the Kuhnert Division of 
the W. B. Coon Company in June. 








































LESLIE KUHNERT 


Thus the high-grade juvenile line made 
by the Kuhnert Company is continued 
as a separate and distinct division of 
the W. B. Coon plant at 37 Canal 
Street, Rochester, N. Y. 































JOSEPH SCHWARTZ 


Original lasts, dies and patterns in 
the hands of former employees of the 
Kuhnert Company, in key positions, 
make it possible to maintain quality 
standards and good shoemaking from 
the start. It is actually a continuity of 
service because the entire Kuhnert in- 
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| 
| 
| 


EASIEST 
TO SELL 


are the customers who know and 





respect the brand on your mer- 
chandise. When you carry Mrs. 
Day's Flexible Walking Shoes 
. . « first sizes after baby shoes 
| . . « thousands of parents have 
| learned that the IDEAL trade- 
mark stands for value and de- 
pendability. They readily buy 
the shoes which carry such a 
| brand .. . help you establish a 
new source of business for your 
juvenile department. Capitalize 
on the high reputation and con- 
sumer preference which years of 
leadership have established by 
carrying Mrs. Day's Ideal Flexible 
Walking Shoes. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 





































ventory is operating from the new stock 


department. 
Joseph Schwartz, who represented 


Kuhnert line in the New York metro- 
politan area and east, continues in th 
capacity. Carlyle Kuhnert is the | 
venile in the Middle West and Eline 
Upphoff shows the line from Denve 


west. 

Congratulations on the new org 
zation have been coming in from 
ers and neighbors in Rochester, 


are pleased with the new policy— 
a continuance of those extra shoema! | 


touches, including hand-lasting, 
make this line one of the finest o 
kind. 


the 
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Michigan Summer Show 
A Buying Event 


[CONTINUED FROM PAGE 41] 


Related industries also were repre- 
sented in the displays, giving visitors 
some of the latest in general merchan- 
dising. These representatives likewise 
noted a marked improvement over sales 
and interest in last season’s show. 

Two schools of thought appeared to 
be represented at the convention—those 
who would do away with state shows 
and have only one show a year, the na- 
tional one; and those who highly fa- 
vored state shows. 

Those who would do away with state 
shows were under the impression that 
Michigan shows overlapped and came 
at the wrong season. 

However, the majority of exhibitors 
were highly in favor of continuing state 
shows and the Summer show. There 
are many rural communities scattered 
throughout the vicinity of Grand Ra- 
pids and it is true that buyers from 
many centers will drive here, but would 
not take the time or money to go to 
Detroit or Chicago. Thus a high per- 
centage of buyers would be excluded 
and their good will and patronage is 
too valuable to ignore. 

The annual frolic of the convention 
was held the night of June 24, in the 
Pantlind ballroom, from 10 o’clock until 
2 A. M. One of Grand Rapids’ best 
orchestras was on hand for dancing and 
a dance review was also staged. It was 
a fitting climax to a successful two 
days. 

The executive committee, who so 
capably handled the convention, in- 
eluded: Carl E. Verburg, of the Wil- 
liam Brooks Shoe Co., Nelsonville, Ohio; 
Curtis W. Johns, of the Groves Shoe 
Co., Chicago, Ill.; H. B. Lovall, of Rob- 
erts, Johnson & Rand Shoe Co., St. 
Louis, Mo., and E. H. Dickinson, of the 
James Shoe Manufacturing Co., Mil- 
waukee, Wis. 

Several departing guests reserved 
rooms for next year’s convention, which 
was a satisfying sign to those sponsor- 
ing the Summer Shoe Fair. 


Heel Interest High for Fall 


CHICAGO, ILL.—Unusual heel treat- 
ments, Turk toes, and walled lasts will 
evidently be the dominant style features 
in average Midwest retail shoe sales 
this Fall, according to interest shown 
by retailers at the regular monthly shoe 
show held by the Shoe Travelers Asso- 
tiation of Chicago at the Hotel Mor- 
tison, June 24 and 25. 

Black suedes accounted for approxi- 
mately 90 per cent of the volume sales 
with some activity shown in brown and 
Wine. Many of the black suede sold 
had reptile trim, and many were 
trimmed with large bows. There were 
@ number of perforated styles and 
nearly all of the moderate-priced pumps 
Were elasticized. Retailers indicated 
they expected scoop wedges and other 
novelty heel treatments to sell well for 


New free book tells how 
PRE-FLEX Shoes 


give you 
sales-producing 
“magic”, with 


Built-in Flexibility 


[One of their many selling features] 


On page 8 of this little book, “The 
Amazing Story,” we reveal one 
secret of easier sales with these 
famous feature shoes, retailing at 
$6.85 to $7.50. 

It's healthful, pleasing “first-step” 
comfort, the result of the built-in 
flexibility of PRE-FLEX shoes — 
outsoles flexed on a special ma- 
chine — insoles cut from genuine 
flexible bends — joined together 
in the special PRE-FLEX construc- 
tion process, 


We tiny 


» 


by Crosby Square 


Add this flexible comfort to other 
features of PRE-FLEX selling “magic” 
— handsome “expensive look,” 
choicest leathers, ankle-hugging fit, 
heels without nails, and others — 
and you know why we can chal- 
lenge you with our claim that PRE- 
FLEX Shoes are the greatest shoe 
value — dollar for dollar — in 
America today! 


You can understand how successful 
retailers are outselling competition 
with PRE-FLEX—just as you can do. 


Get the business-building, customer- 
pleasing facts in ‘The 
Amazing Story of PRE- 
FLEX Shoes.” Write to- 
day for your free copy. 
The House of Crosby 
Square, 2460 N. Sixth 
St., Milwaukee, Wis. 








early Fall. There was a good percent- 
age of open toes sold in the style shoes, 
although squared. Turk, and other nov- 
elty toe treatments are increasing in 
interest. 


Stimpson Manages New 
Brockton Store 


BrRocKTON, Mass.—Doyle Shoe Co. 
opened a new men’s factory retail store 
at Pleasant Street and Warren Avenue, 
on June 27, with Mayor Fred D. Rowe 
officiating at informal opening exer- 
cises. Representing the Doyle company 
were William E. Doyle, Jr., president, 
and Donaid C. Doyle, vice-president. 
Richard Stimpson is manager of the 
new store. 


Detroit Shoe Men Plan 
Annual Outing 


DETROIT, Micu.—Elaborate arrange- 
ments are being made for the Third 
Annual Shoemen’s Picnic to be held 
July 14 under the sponsorship of the 
Michigan Shoe Travelers. The event, 
which is enthusiastically looked for- 
ward to by shoe men, will again be held 
at Cowan’s Farm. A program of games, 
races and contests will be staged in 
which every member of the family may 
participate, with door prizes and many 
other prizes to be awarded. 

Charles Harris, of Hood Rubber Com- 
pany, has been appointed chairman in 
charge. 








Dr. C. A. Haines 
Shoes for Children 


IN STOCK 


Mfrs. 
Chicago 


SUPERIOR SHOE CO., 
608 S. Peoria St. 

also 
ot w. a — he Metin €. Columbia St., 
Detroit. Fort Wayne. Indiana. 
ngotes, Cal. 


Jayson Shoe Co... . Los A 


Bros. & Ce.. 


ee eee 


Store Fixtures 


6 





HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 
Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears. Write for 
Catalog of Shoe Store Equipment now. 


HOWELL 








Benjamin F. Grobe 


MILWAUKEE, Wis.—Benjamin F. Gro- 
be, 54, for the past 20 years western 
representative of the North American 
Chemical Co., Cambridge, Mass., died 
June 18 in a Madison, Wis., hospital. 

Prior to joining the Cambridge firm, 
Mr. Grove served as purchasing agent 
for the Weyenberg Shoe Manufactur- 
ing Co., here, for a number of years. 
He is survived by his wife, a son, two 
daughters, a brother and a sister. 
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Obituaries 


Joseph Kalisky 


Cuicaco, ILL.—Joseph Kalisky, one 
of the best known members of the Shoe 
Travelers’ Association in the country, 
died June 24, at the American Hos- 
pital. He had been in poor health for 
the past year but was active and visited 
the headquarters of the Chicago Shoe 
Travelers’ Association regularly until 
a few months ago. He had been bedfast 
since that time. He was 72 years old. 


JOSEPH KALISKY 


Mr. Kalisky represented Thompson 
Bros. Shoe Co., for many years until 
his retirement ten years ago. Never 
having married, his chief interest in 
life was the work in the various shoe 
travelers’ associations and he was de- 
voted to their interest. He gave con- 
siderable time and attention to all 
phases of their activities and was a 
regular attendant at all of their meet- 
ings. He served as president of the 
National Shoe Travelers’ Association 
and of the Chicago and Los Angeles 
associations as well, and held numerous 
other offices. During recent years he 
divided his time between Los Angeles 
and Chicago. 

He was a member of the Chicago 
Masonic Lodge. His funeral was held 
dune 26, with Masonic services at the 
funeral parlor and at the Rosehill 
Cemetery. Practically all members of 
the Chicago association attended and 
Urban Allen, present president, George 
Slater, Ira Mack, Sam Appel, and Nor- 
man N. Souther served as pall bearers. 
A sister survives Mr. Kalisky. 


Joseph W. Hammes 


EMMETSBURG, IowaA—Joseph W. Ham- 
mes, 45, in the shoe business, here, 
with his brother, John, since 1925, died 





“Elasticized Spectators” 


4010 White Side Perforated and 
Black Patent Tip and Foxing 
—20/8 Cuban Heel 

4011 White Side Perforated and 
Black Patent Tip and Foxing— 
14/8 Dutchee Heel 

4006 White Side Perforated and Tan 

Tip and Foxing — 20/8 
Cuban Heel 

4007 White Side Perforated and 
Black Patent Tip and Foxing 
—14/8 Dutchee Heel 

4009 All over White Side Perforated 
Tip and Foxing—14/8 Dutchee 





Over 200 
NOVELTY STYLES IN-STOCK 
$2.00-$3.00 Retailers 
Samples on Request 


ROGERS BROS. SHOES, INC. 





216 LINCOLN STREET 
BOSTON, MASS. 








June 17, in St. Anthony’s Hospital, a! 
Council Bluffs, Iowa. 

He had served nine months overseas 
in the World War and was severely 
gassed and a mastoid infection devel 
oped from gas injuries. Numerou 
operations had failed to effect any im 
provement. 

Mr. Hammes had been in the shoe 
business many years, having worked 
in his father’s shoe store at Pocahontas, 
Iowa, before coming to Emmetsburg 
He was always cheerful and interested 
in civic affairs. He was 8th district 
inspector for the Veterans of Foreign 
Wars and a member of the Knights of 
Columbus. Funeral services were hel: 
here. 

He is survived by his wife, two 
daughters, mother and four brothers 
and four sisters. 


Harry Winterberg 


EDINBURG, IND.—Harry Winterbery, 
60, veteran shoe merchant here, did 
in St. Vincent’s Hospital, Indianapolis, 
June 16. He had been in poor heal’! 
for a long time and came to Indian- 
apolis for observation. Death w 
caused from heart disease. 

He had been in the retail shoe bu i- 
ness all his life and succeeded $ 
father who founded the business m: 
than fifty years ago. He is survi‘ 
by his wife. 
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Allied Shoe Products 
And Style Exhibit 

New York — The next semi-annual 
Allied Shoe Products and Style Exhibit 
is scheduled for September 15, 16, and 
17. As usual, it will take place at the 
Belmont Plaza Hotel, in New York 
City. 

The Allied Shows, which serve a defi- 
nite need in providing a compact group 
showing for shoe manufacturers, their 
style men and buyers, has experienced 
a healthy and steady growth the past 
several vears. The number of outstand- 
ing firms exhibiting from the allied 
groups has increased. Likewise atten- 
tion on the part of shoe manufacturers 
has progressed in leaps and bounds. 
“hey have found these shows to be 
unique and tailor-made for their styl- 
ing and making requirements on these 
various products, particularly since it 
will be held at the same time as the 
Leather Opening and Style Conference. 

The group presentation of the newest 
trends for the advance season in styles, 
products and ideas has gained for the 
Allied Shows the recognition of being 
the styling event that breaks the ground 
officially for the new season in these 
lines. 

It is expected that the September 
show will prove of greater interest than 
was the case with previous shows. 
Lines for Spring will definitely reflect 
the trend toward national unity. Head- 
quarters for the Allied Show are main- 
tained in Room 425, Marbridge Build- 
ing, Néw York City. 


More Fall Hosiery Colors 


READING, Pa.—Vanity Fair Silk Mills 
have chosen “Spice Tones” as the theme 
for their Fall colors, fitting well into 
the American theme. These include 
three shades in Nylon: a Nutmeg, a 
true beige, and Rosemary, a soft rosy 
shade, both for early volume. Nutmeg 
can be worn with almost any shoe or 
costume or shoe color. Rosemary is 
especially recommended for brown 
wines, greens and blues. Clove, a taupe 
with a slight mauve cast, is the third 
Nylon color, recommended for wear 
with black, brown, green and blues. It 
is expected to be very good later. These 
are the first Nylon stockings released 
by Vanity Fair and contain their two- 
way elasticized stretchable area above 
the knee. The use of this feature is 
considered especially important in Ny- 
lon stockings since this thread does not 
have a two-way stretch of its own. In 
the silk stockings, Nutmeg and Rose- 
Mary are expected to be good colors in 
New York City. Saffron, which has a 
lot of purple in it, has been developed 
entirely for the Pacific Coast and for 
Wear with wines. Cinnamon has been 
put in the line for wear with moss 
greens and gold. 


MILWAUKEE, Wis.—Fall colors just 
teleased by Holeproof Hosiery Co. are 
listed as six new “Mother Goose” colors 
and six successful repeat colors. The 


Men’s and 
Boy’s Shoes 
Ranging 
from 


$1.98 


to 


$3.00 


Retail 


EVERETT 





Get ther picure of 


Harrisons 


profitable men's & boy's shoes 


Ln -Stoch 


SEND FOR THE 


NEW 


FALL AND WINTER 


“HARRISON CATALOG 


JUST OFF THE PRESS 


* IMPROVED COURTLAND BOY'S LINE 
NEW LASTS ¢ 


PATTERNS ¢ MATERIALS 


*NEW VULCO WELT PROCESS 
IN MEN'S NEW 1940 STYLES 
MORE FLEXIBILITY AND COMFORT 


*BOY'S FIELD SHOE ...... 
DOUBLE MOULDED SOLE ® HEEL AND 
TOE PLATES © VAMP RIVETS. 
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HARRISON SHOE CO. 


MASS. 





new colors are Fairy Queen, a rosy 
beige; Queen of Hearts, a sunny tone, 
designed for the new greens, brown 
mustard and “dirty gold”; Jill, a brown 
beige for all the new browns; Bo-Peep, 
a muted taupe fur tone; Witches’ Smoke, 
a light smoke tone, which a few women 
will want in two thread; Cinderella, a 
sparkling rose copper, for wear with 
black, browns and bright sports colors. 
Repeated colors are Mayflower, Ro- 
mance, Election Beige, Peace Beige, 
Colonial Dame and Promenade. 


Change in Owners Announced 


MILWAUKEE, Wis.—A change in the 
ownership of Reel’s, Inc., ladies’ ready- 


to-wear and shoe shop, has been an- 
nounced by Lee Delmonte, president of 
the new corporation which will control 
the 52-year-old concern. The executive 
staff will include Louis Eckstein, store 
manager; Mrs. Herman Reel, widow of 
the founder of the establishment, assis- 
tant director; Clayton Harrison, trea- 
surer, and Sidney Burman, merchan- 
dising manager. 

The front of the store, located at 307 
E. Wisconsin Ave., will be modernized 
shortly and air-conditioning will be in- 
stalled on the second floor. The new 
management acquired a majority stock 
interest, held since September, 1938, by 
Harrington Thurston. 
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TRAIL MAKER MOCCASINS 





for MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
from Coast to 
Coast by lead- 
ing merchants. 
* 

18 STYLES | 
IN-STOCK | 
All popular colors 
and combinations 
| 


SEND 
FOR CATALOG 


SACO-MOC SHOE CORP.”°RTL ive 
baideinad 


Philadelphia Guild to Present 
Fall Styles September 8 


PHILADELPHIA— Members of the 
Philadelphia Shoe Merchants Guild 
have selected Sunday, September 8, 
as the opening date of presenting Fall 
fashions to the Philadelphia public in 
a full page showing in the rotogravure 
section of the Philadelphia Inquirer. 
Other Philadelphia papers will also co- 
operate. 

There will also be a liberal sized ad 
in the society section of the Inquirer 
and other Philadelphia Sunday papers 


















A Portfolio of Ingredients 
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A compact portfolio that reveals in the center the actual ingredients—-sole leather, 

upper leather, lining, welting and stitching—so that the traveling man can show 

to the merchant what he is getting in the line, is a feature that has been recently 

made up by the Endicott-Johnson Corp. to tell the story of their new “John- 

sonian”’ line. On the left panel, photographs of a window display, show cards 

and price tickets are shown; on the right, examples of the cooperative advertising 
that goes with the new line. 





on September 8, setting forth the ob- 
jectives of the Philadelphia Shoe Mer- 
chants Guild and stressing footwear 
fashion, quality and service. This is to 
be further supported by individual ads 
by each member of the Philadelphia 
Shoe Merchants Guild. 

This decision was reported by Chair- 
man S. E. Silver, of the Publicity Com- 
mittee, at a meeting of the Guild at the 
Hotel Adelphia, June 25, with Presi- 
dent T. Dun Belfield presiding. Mem- 
bers present, in addition to President 
Belfield and Mr. Silver, were A. H. 
Geuting, Frank R. Lockhart, Milton 
Harper, Milton Dalsimer, Murray Rolfe, 
Frank Walton, W. B. Shirley, B. B. 
Turner, S. C. Berger and Secretary 
Cal J. Mensch. 

A communication from the Philadel- 
phia Trade Relations Council, addressed 
to President Belfield, was received. The 
Council requested co-operation of the 


Shoe Guild to stop customer diversion 
from established retail stores to so- 
called wholesale establishments, cata- 
logue-discount houses, etc., and also 
inviting the Guild to membership. Th« 
members recognized the abuse in this 
custom. No official action was taker 
on the communication. 


More Exhibitors for 
Michigan Travelers Show 


Detroit, MicH.—All indications are 
for a successful Michigan Shoe Travel- 
ers’ Fall Show to be held at Hote! 
Statler, Detroit, July 7 and 8. Many 
new exhibitors will be on hand as well 
as all the former ones. The entire 
fourteenth floor of the Statler has long 
since been reserved with a considerable 
overflow onto the thirteenth, according 
to Sam Kane, chairman in charge of 
publicity. 

















wo. the man at the Fitting Stool de- 

scribes the materials and parts of a shoe 
to his customer, he is, in all probability, using 
informative data secured from his favorite 


trade magazine, Boot and Shoe Recorder. 
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Color Fall Windows 
: Edwards 
with Decorative fine Junior Footwear 


Displ | . 
isplay Cards in 


and Price Tickets 


.. Selling Features—workmanship, in- 
built fitting qualities and style for 
juniors. 


ig | .. Profits for 1940 and 1941—in an 


ve ~“ Authorized Edwards Agency. 
board—price in black. SS AQ ’ . 


.. Consumer Acceptance—more than 


oad Be toSd tha —_— 35 years of proven leadership in 


popular | price or the juvenile field. 
stock. Samples available on 


6 Dez—-$1.10. 12 Dez.—$2.00 Start your season right . . . send your little 
With suse Nemo, Imertated customers back to school . . . happy in their 
parcocrpredigonens perfect fitting and perfectly styled Edwards 


Cheek with order please, un- 
less C.0.D. preferred. Shoes. 








DISPLAY CARDS EXPERT FITTERS 
Each month, 14 informative 
and forceful selling messages 
_# . appropriately designed 











Detailed informa- 
th’ 








AUTHORIZED AGENCY 


BOOT AND SHOE RECORDER | J. EDWARDS & COMPANY 


314 North 12th Street Philadelphia, Pa. 














LNAWLYYdad AZOIAYAS SINWHDOUAW 














208 SOUTH STATE STREET @® CHICAGO, ILLINOIS | 














New Counter Material 
Eliminates “Breaking-In” 


CAMBRIDGE, Mass.—A new lightweight 
material for shoe counters, so soft at 
the top edge that it does away with the 
need for breaking down the counter be- 
fore putting the shoe on the customer’s 
foot, is the way Dewey and Almy 
Chemical Company describe their new 
Darex Counter Material. 

Recognizing the fact that the ideal 
counter must include two diametrically 
opposite qualities—a rigid side wall to 
preserve the shape of the shoe and sup- 
port the heel, and a soft, comfortable 
top line that won’t cut shoe linings and 
irritate the customer’s foot, they have 
taken two materials, one possessing the 
required strength and the other the 
easy softness, and have combined them 
into a single, lightweight, smooth-fit- 
ting unit that gives a sleek, unbroken 
line to the shoe. 

The Dewey and Almy Company say 
that these counters also combine econ- 
omy with quality, and are proving a 
Special boon to manufacturers of 
pumps, where absolute smoothness and 
a firm yet non-chafing fit is required. 

This new material is being offered 
to the shoemakers through a limited 
mle agence eager ng thie ed “Our window trimmer left his tack hammer in the window last week. 
vention, and chosen for their ability to We've had ton orders. 
Serve all sections of the industry. Submitted by Robert Hack, Schiff's Big Shoe Store, Connorsville, Ind. 
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a BETTER RESULTS 
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All Whites Present 


Shoe Story in Denver 


DENVER, CoLo.—All whites have heen 
heavy sellers throughout the past two 
weeks, here. In men’s shoes two-tone 
models have taken second place. 

At the Fontius Company, “Tropicals” 
for men in all white are best. Empha- 
sis is strong on perforated styles. Hand- 
bags are featured in a big way in this 
store. Smart shoes require smart bags 
is the idea here and the big stock of 
wanted styles in handbags has been a 
big factor in the promotion of women’s 
shoes this season. 

Handwoven huaraches at Broad- 
hursts’, Inc., are in front place display 
and are proving excellent sellers. 

White buck shoes with medallion tip 
are a favorite with men at Gano-Downs 
right now. The ail white spectator 
sports with red rubber sole is in high 
demand also. 

Shell wedges in lead white with col- 
ored heels are much in demand by 
women customers as well as the multi- 
color and red and blue combinations at 
Neustetters. 

The Douglas Shoe Store is having a 
real run on all white pumps, while men 
are loud in calls for all whites. 

White wedges with black patent trims 
are now popular at The May Company. 

The Daniéls and Fisher store is show- 
ing a new linen wedge with high ties 
and fiddle shanks. 


Hudson Succeeds to 
Basement Buyer 


Denver, Coto.—Abraham Goldberg, 
buyer of women’s, men’s and children’s 
shoes in the Denver Dry Goods base- 
ment for more than twenty years has 
retired from that work and is now va- 
cationing in California. Upon his re- 
turn he will come back into the shoe 
business through the shoe repair work 
which he plans to establish. 

Orville Hudson, formerly connected 
with the Broadway Department store 
of Denver, succeeds to the position va- 
cated by Mr. Goldberg. 


R. & J. Store Incorporated 


INDIANAPOLS, IND.—The R. & J. Shoe 
Store, Inc., 311 Main Street, Knox, In- 
diana, has been incorporated to engage 
in the general retail shoe business. Cap- 
italization is 50 shares Class A stock 
of $100 par value, and 50 shares Class 
B stock of no par value. Harry C. 
Ried, Joseph Justice and Bess Justice 
are the incorporators. Harry C. Ried 
is resident agent. 





Shoe Production Lower 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


may 1840 
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Washington, D. C.—According to the 
latest statistics released by the Bureau of 
the Census, Department of Commerce, 
shoe production for May, 1940, shows 
a decrease of 5.8 per cent from April, 
this year, and of 10.5 per cent from 
May, 1939. In the five-month period, 
January to May, inclusive, this year’s 
total shows a decrease of & per cent or 
14,361,157 from the 178,766,119 pairs 
produced during the corresponding pe- 
riod last year. 

Men’s dress shoes totaled 5,335,129 
pairs, _< decrease of 468,013 pairs from 
April, this 3 men’s work shoes, in- 
a 3785 pairs over the 1,784, 
696 pairs in April; women’s chees de 
creased 1,519,492 pairs from the 12,- 
423,547 PR cng in April; youths’ and 
boys’ increased 144,228 pairs 
from Seis 1,016,517 pairs; misses’ 
and chiidren’s shoes decreased 235,478 
pairs from my a 179 pairs in April, and 
infants’ shoes decreased 140,167 pairs 
— 1,703,317 pac ae in April, 


BOOT anv SHOE RECORDER, July 6, 1940 








Four Firms Share in 
Army Shoe Order 


Boston, Mass.—Four firms of the 
eleven which participated in the bidding 
are to share in a government order to 
manufacture 289,750 pairs of service 
shoes for use of the regular army. Con- 
tracts were let as a result of bids 
opened June 24, at the Boston Quarter- 
master Depot in South Boston. Awards 
are as follows: 

General Shoe Corporation, Nashville, 
Tenn., 60,000 pairs at $2.435; Interna- 
tional Shoe Company, St. Louis, 75,000 
pairs at $2.475 and 19,750 pairs at 
$2.535; Brown Shoe Company, St. Louis, 
60,000 pairs at $2.50; and Joseph M. 
Herman Shoe Co., Boston, 75,000 pairs 
at $2.52. 

On June 18, contracts were .let for 
the manufacture of approximately 
69,000 pairs of service shoes at a price 
per pair of $2.47. In making any price 
comparison, however, it is to be born 
in mind that this 69,000-pair lot is 
being made with linen thread in both 
upper and sole and with a half rubber 
heel; whereas the orders placed June 24, 
are for shoes with cotton thread in 
upper and sole and carrying a full 
rubber heel. 


Again Recorder Sounds 
the Call 


[CONTINUED FROM PAGE 14] 


a good ten-year lead over the men’s 
shoe division. You’ve seen things hap- 
pening in the past few years—through 
cooperative effort more can be made to 
happen during the next several years 
—BUT DON’T EXPECT MUCH TO 
HAPPEN SO LONG AS YOU PER- 
SIST IN THE IDEA THAT THE MAN 
NEVER HAS ANY MONEY FOR 
SHOES ANYWAY. Up until recently 
he has had no reason to desire more 
than a pair, or possibly two, anyway, 
because in too many instances all he 
ever got was “another pair of shoes, 
please.” And the stock reply, “Like 
the ones you have on?” And the guy 
said, “I guess so” and the clerk wrap- 
ped them up and started to talk about 
fishing! 

Remember this: Before any man 
starts to buy a shoe wardrobe, he mus! 
DESIRE a shoe wardrobe. When h 
has the URGE, he will make a rea! 
effort to get the money to buy the 
shoes. NO DESIRE—NO SALE. 

Everyone in or interested in the 
men’s shoe industry should do his bit 
to see that men’s appreciation of shoes 
is raised to the point where he just 
naturally wants more shoes—And 
National Men’s Shoe Week, Sept. 14 to 
21, is a step in the right direction. 

P. S.— Boor AND SHOE RECORDE® 
is going to have several articles dur- 
ing coming weeks, filled with promo- 
tion ideas for Men’s Shoe Week. Watch 
for them. And if you have an idea th:t 
you think might be helpful, send it (.r 
them) along. 
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FOR MANY OF THIS SEASON'S 
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SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 








sion basis 5%. 





St., Boston, Mass. 


SALESMEN wanted by MANUFACTURER 


of Men’s and Boys’ American Welt dress shoes. 
retail line. Only men now working with non-cohflicting line wanted. Commis- 
Drawing account will be established after satisfactory sales 
record. Territories: Ohio, Pennsylvania, Virginia, lowa, Wisconsin, Louisiana, 
North Carolina, South Carolina. State full particulars in first letter—informa- 
tion strictly confidential. Address 806, c/o Boot and Shoe Recorder, 140 Federal 


It is the outstanding $2.00 








ALESMEN WANTED: By shoe wholesaler, 
to carry side line of in-stock staples; Men’s, 

’, Ladies’, Children’s. Missouri, inoi 
Ar . Towa, Kentucky. Tennessee, Okla- 
homa, Texas. Address $782, care Boot & Shoe 
Recorder, 1627 Locust Street, St. Louis, Mo. 





WANTED: Chicago wholesale balanced line. 
Women’s $3, $4, and $5 styled arch shoes, 
Children’s and Men’s, also novelties and slippers 
for Wisconsin, Indiana, and lowa-Minnesota. 
Commission onlv. Give references and amount 
sold. Addrees $810, care Boot & Shoe Recorder, 
209 South State Street, Chicago, Ill. 





ALESMEN WANTED for in-stock line of 

Women’s Novelty and arch support shoes 
for the following territories, Illinois and Texas. 
Address $808, care of Boot & Shoe Recorder, 
100 E. 42nd Street, New York, N. Y. 





LINE WANTED 


EXPERIENCED shoe salesman, long estab- 
lished in the wholesale shoe market, desires 
good line of men's, women’s and children’s 
hoes for Central and Northern New York State 
and Vermont. references. Address $802. 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 








FOR RENT 


MAM. Florida—For Rent ideal location for 
Shoe Store, 18 x 50 on Flagler Street. 
L. Lober (owner), 30 Broad Street, New York. 








DEPARTMENT TO RENT in live 
100% Location; 
available, 
who will accept 
. HARTLEY, 


HOE 

Women’s Specialty Store. 
fully fixtured; Hent local 
formerly running department. 
percentage proposition. E. 
Jeckeen, ich. 








FOR SALE 


S HOE STORE doing $12,000 in busy town 
in Pennsylvania, population more than 10,000. 
Wonderful opportunity for industrious man. 
Cash. Address Box $807, Boot & Shoe Recorder, 
56th & Chestnut Streets, Philadelphia, Pa. 



































To Open New Juvenile Shop 


CINCINNATI, OHI0O—On or about Aug- 
ust 1, Charles Okrent will open a 
Juvenile Bootery at 3516 Reading Road, 
in this city. 

Mr .Okrent has been a shoe man for 
the past 20 years, mostly in the Cincin- 
nati area and is well known. 

In addition to handling juvenile 
shoes, Mr. Okrent will specialize in 
women’s orthopedic footwear. 


Correction 


New YorkK—A recent news item pub- 
lished in the RecorpDER stated that 
Walter Ebling had been associated with 
Cc. P. Ford & Company, formerly of 
Rochester, New York. Mr. Ebling, 
who for ten years was connected with 
E. P. Reed & Company, women’s shoe 
manufacturers of Rochester, New York, 
has established a business as style 
consultant, with offices.in the Mar- 
bridge Building, 47 West 34th Street, 
New York. The previous statement 
was an error on the part of the cor- 
respondent, and is deeply regretted by 


the RECORDER. 


ANAGER, ASSISTANT MANAGER - 
Shoe Store. 41 years of age; energetic 

20 years’ experience in retail and wholesale lin« 
—I12 years with one firm. Capable of handlin 

| volume of business expertly. Excellent ref 


erences. Go-getter. Address $809, care Bo: 
& Recorder, 100 E. 42nd Street, New 
York, N. Y. 





WANTED TO PURCHASE 
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BUYERS OF 
MAN UFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shee stocks. 
inded or unbranded. 


Generous prices. 


Bra 
Write, wire or phone. 


BARSH & CEASAR 
14 8. Third St. Philadelphia. Pa. 
Phone Market 9139 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shees such as 


Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tontfans, Steteon. Red Cross. Nunn-Bush, Btc. 
IRVIN RUBIN 
“The House o2"c 
88 Reade St. r. Church 
Phone Barclay 7-7887. New York City 











SHOE STORES WANTED 
FOR CASH 


retailing men's, women’s shoes from $6.50 
and up having short term leases. 
Write in confidence to 


A. L. BARIS, Pres. 


BARIS SHOE CO., INC. 
79-81 Reade St., New York 
unusual on 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














Wolff Leaves Famous-Barr 


St. Louis, Mo.—Phil J. Wolff, for 
the past nine years buyer and manager 
of the women’s Paragon Department 
of the Famous-Barr Company, *t. 
Louis, has resigned from that position, 
effective July 1. Mr. Wolff has not 
made known his future plans. 








address should be 
is payable in 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 

mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. 

When a box number is desired twelve words should be added for the address. In all other cases each word of the 
counted. 


Classified advance. 
S* Advertisements for this page must be in our New York office on Friday of the week preceding publication. “™ 


Minimum charge, $1.25. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
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International Shoe Co. 


Issues Statement 


Sr. Louis, Mo.—International Shoe 
Company has issued its semi-annual 
financial statement for the period end- 
ing May 31, 1940. In a statement to 
stockholders, signed by B. A. Gray, 
President of the company, and Frank 
Cc. Rand, Chairman of the Board, the 
company said: 

“The company’s statement for the 
six months ended May 31, 1940, shows 
net income of $2,891,335 compared 
with $2,824,612 for the corresponding 
»eriod last year. 

“Earnings were 86 cents per share 
for the six months compared with 84 
cents for the first half of 1939. 

“Net sales for the period amounted 
t» $42,297,782 against $40,525,983 for 
tie first half of 1939. Subsidiary 
piants produced materials amounting 
te $22,100,618, which, combined with 
our sales, made a total business trans- 
a ted of $64,398,400. 

“A substantial decline in retail shoe 
sales occurred this Spring and was 
accompanied by a reduction in the out- 
put of shoe manufacturers in general. 
Our company’s increase in dollar ship- 
ments is accounted for by Army, Navy 
and CCC shoes made for the United 
States Government. 

“The break in hide prices which oc- 
curred in the middle of May necessi- 
tated considerable markdown in estab- 
lishing conservative inventory values 
as of May 31; but under present un- 
certainties, it was deemed advisable 
to continue the reserve for possible 
market decline in raw materials of 
$550,000 which was established on No- 
yember 30, 1939. 

“Our salesrnen have recently returned 
to their territories with new Fall lines 
following the usual Summer sales con- 
ventions, and we are pleased with the 
favorable reception accorded our lines 
and prices as reflected in the volume 
of orders now being received from our 
customers. 

“At this time, there is assurance in 
the knowledge that the company does 
not have foreign investments, branches 
or connections. Its regularly estab- 
lished export business is relatively 
quite small, and the amount of special 
foreign business obtained by the com- 
pany in the past nine months has been 
negligible. 

“It is quite gratifying to us and we 
feel that the company is fortunate in 
being about as near 100 per cent 
American (stockholders and employees 
alike) as a company of this size can 
be. Its business has been built by 
making honest shoes for the people of 

rica, who have worn them for 
years with satisfaction.” 


New K. M. Shoe Store Opened 


SHENANDOAH, Pa.—The new K. M. 
Shoe Store located at 24 N. Main St., 
Tetently opened its doors to display one 


[53] 








MERCHANTS’ NEEDS — 
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ALAR ILE 


%~ Alter Shoes to Fit 
' Abnormal Feet 


Mok 


DUNDE SHOE RE-SHAPING DEVICES. IN( 


753 trola St., Los Angeles, Cal. 





of the most modern and complete shoe 
stores of its kind in this vicinity. 

The new store is finished in an at- 
tractive and beautiful color scheme. 
Latest style rounded windows give the 
exterior an attractive appearance in 
keeping with the modern trend. The 
interior is furnished in a light shade 
to correspond with the furnishings. 
Modern - lighting effects complete the 
inside. 

The K. M. Corp. is composed of R. J. 
Komosinski and Miss Helen Maluskey, 
both native Shenandoahians. Mr. Ko- 
mosinski has had more than 18 years 
of shoe experience in many different 
parts of eastern Pennsylvania, while 
Miss Maluskey worked almost entirely 
in Shenandoah. 


Mid-Continent Travelers 
Conclude Successful Show 


OKLAHOMA City, OKLA.—The first 
Fall Shoe Show of the Mid-Continent 
Shoe Travelers Association, held here 
at the Biltmore hotel, June 23 to 25, 
was very successful, according to E. J. 
Eichhorn, secretary-treasurer of the 
group. 

“Merchants from Kansas, Oklahoma 
and Arkansas,” Mr. Eichhorn stated, 
“attended the showing and placed size- 
able orders, covering themselves up to 
Sept. 15. 

“The hotel was unable to accommo- 
date several firms and it was necessary 
for the management to turn some of 
their permanent rooms into display 
rooms. 

“We are now organized to hold these 
shows each year so as to create a 
closer cooperation among the mer- 
chants of these three states.” 


White Sales Increase 


Evmira, N. Y.—Sales of white shoes 
are showing a substantial increase in 
this city, according to Carl Moore, Sr., 
manager of the Endicott-Johnson Shoe 
Store in this city. An additional sales- 
man has been hired to handle the extra 
business. 


IHlals uN ileus 
NEWSPAPER, ADVERTISING 


—If you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


A monthly matrix service of carefully 
written copy, photographs and beauti- 
ful art work for direct mail and news- 
paper advertising. 


Vincent Edwards Idea Clip- 
ping Service 

Actual newspaper tear sheets of ads 
of shoe stores; you select the exact 
stores and cities you want to see, or 


leave the selection to our advertising 
staff. 


Learn Advertising at Home 


Advertising is an interesting study and 
prepares you to write more effective 
letters; to acquire a larger vocabulary; 
to comprehend the sales and merchan- 
dising probi °! busi , and to 
be definitely in a position to recom- 
mend busi develop t ideas. 








* 
VINCENT EDWARDS & CO. 


World's largest advertising service 
organization 
342 Madison Avenue, New York City 














Providence Stores Report 
Business Increases in June 


PROVIDENCE, R. I.—The most encour- 
aging reports in several months have 
been received from shoe buyers and 
managers. Stores reporting a marked 
drop in business during April and May 
now say that business has improved 
and is now equalling the figures of a 
year ago. 

Several have reported sales increases 
which indicate marked improvement for 
this area. William R. Briggs, man- 
ager of the Red Cross Department at 
the Callendar, McAuslan & Troup Co., 
states that June business is slightly 
more than 30 per cent ahead of the 
same period of last year. Mr. Briggs 
reported very good results from a news- 
paper advertisement featuring a Pem- 
broke College co-ed, the May Queen of 
the college having posed for the strik- 
ing illustration. 

Mr. Briggs is planning to withhold 
his white sale until July, an event that 
was staged last year during the last 
of June. Thus, he plans to reduce the 
markdowns and appeal for regular 
business until later. 

Emmett Smollins, manager of the 
shoe departments at Shephard’s, re- 
ports a sales increase of about 15 per 
cent for the month of June. 

Herbert L. Siegel, newly-appointed 
manager of the large shoe department 
at the Enterprise Store, reports an in- 
crease of about 10 per cent in June 
sales over the corresponding period of 
last year. 











The leading lines of women’s 
branded shoes that produce your 
volume business are all nationally 
advertised. 


Dr. Posner, a pioneer in branded 
shoes for juniors—now talks to the 
4,000,000 readers of Woman's Home 
Companion, Parent’s Magazine and 
Mademoiselle. This famous group 
of publications are notable for their 
direct influence on the buying hab- 
its of consumers—your customers. 


Cash in on this national promotion 
of Dr. Posner's Scientific Shoes, 
Muscle Builder and Teen - Type 
Shoes. Use blow-ups of the adver- 
tisements and our specially pre- 
pared mat service—they’re FREE— 
they'll bring you extra business. 
Write to Dr. Posner for information 
regarding the line-up of this splen- 
did fall promotion of junior shoes. 


DR. A. POSNER, SHOES 


140 W. Broadway 
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8510 — Men's tan kip 
bal, wing tip, perforated 
vamp and quarter, 9/8 
leather heel. 

B to D 6/12. 


What a line for Fall selling . . . good heavy soles 
(double soles on some patterns), plump upper 
leathers, custem effects, brogues in wing and 
straight tips ... and features unheard of in shoes 
retailing at $4.00 . . . like the “Sanitized Process — 


one new talking point in men’s shoes in a decade.” 


Copyright 1940 


07 WM Witte. 


) “SMARTEST SHOES ON THE SQUARE” 


Styled for the Men of a Nation 
Alert to Better Things 


a men want finer shoes, better-looking, 


longer-wearing and more carefully finished. 


This Fall you can give them Jonnsonian, “Smartest 


Shoes on the Square, — styled expressly for them. ... 
And you can give them JoHNSONIANS at a price 80% 


of them can afford to pay. 


Investigate JOHNSONIANS today. It's the line that most 


American men want. 


Johnsonian 
Division 


ENDICOTT JOHNSON CORPORATION °¢ Endicott, N. Y. © New York City ¢ St. Louts, Mo. 


00 
WERICA’S OUTSTANDING LINE OF MEN’S SHOES © e@ RETAILING AT 4 
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‘I'm the old dog yon CAN teach 


id 

















it took me 28 years to get my sales up to where they be. So 
when this young feller Higgins, after bein’ with us only six 
months, starts pushing me in sales I get worried. The boys 
were ribbing me—said I was slippin’, but I knew better. Hig- 
gins had discovered something that he wasn't letting us in on. 


wide open. Higgins gave her his regular spichgg@t I noticed 
that he wasn’t selling her. “Okay,” says I to myself. “If he’s 
got anything up his sleeve, now’s the time to pull it!” 


She looks preity impressed as Higgins spiels on about th: 


Suddenly he picks up one of the shoes, taps the heel with 
advantages of Scuffless heels. He sees her weakening. Te: 


his pencil. “This, Miss... is something you can’t afford to 
overlook. How many times have you dented your heels while minutes later she walks out with the shoes. “Aha-ha,” says | 
driving, marred them in a grating, or scuffed them on a “here’s one guy who isn’t too old to learn!” So I starte 
curb?” “Plenty,” says she. “Well,” says Higgins, “you won't making Scuffless heels a special sales point right with my nex 
do that with these heels— they're Scuffless!” customer—and, boy, you oughta see my sales record now! 


Tell your manufacturer you want Du Pont Scuffiess “prranes~ plastic heel covering on your shoes, too. 


PYRAHEEL Visit the Du Pont “Wonder World of Chemistry” Exhibits at the 
New York World’s Fair and on the Boardwalk at Atlantic City. 
REG. U. S. PAT. OFF. 
ARLINGTON, NEW JER 


DU PONT DE NEMOURS & CO. ([(INC.,) PLASTICS DEPARTMENT 
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The art of originating practical style acceptable to 
manufacturers and retailers alike is an accomplish- 
ment United Model Makers are well proud of. 


Styles come and go but it is the purpose and creed 
of United Model Makers to originate styles that can 
be crystallized into practical acceptance. 


UNITED LAST COMPANY 


56 Cherry Street BROCKTON BRANCH Brockton, Mass. 


{KRENTLER BROS. CO., ST. LOUIS 
OTHER MEN'S PLANTS ) vrenTLER BROS. CO.. MILWAUKEE 
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